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Regional Municipality of 
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Attention: Mr. Reg Wheeler, Chairman 


Dear Mr. Wheeler: 


Re: Hamilton-Wentworth Tourism Strategy 


With this letter, we are pleased to submit our final 
report documenting the existing role of tourism in the 
Regional Municipality of Hamilton-Wentworth. In 
addition, the report presents the strategy for promoting 
tourism development in Hamilton-Wentworth, including 
recommendations for development opportunities and 
organizational planning. 


As you know, the tourism strategy study was developed 
over a ten month period and represents significant amount 
of original research and thought into the existing and 
future role for tourism in Hamilton-Wentworth. In 
addition to regular meetings with members of the Tourism 
Study Steering Committee and Technical Committee, we have 
also interviewed representatives from over 50 businesses, 
organizations and agencies in the Region, conducted 
surveys of summer visitors to the Region, as well as held 
public meetings to discuss our mid-term findings and to 
present our final recommendations. 


Before presenting the report, we would first like to 
briefly highlight the contents of the various chapters. 


Chapter 1. A Review of the Local Tourism Industry, 
outlines the existing tourism resources found in 
Hamilton-Wentworth and identifies the economic 
benefits which accrue to the Region and its area 
Minicipa) PLIES. 


Chapter 2. Tourism - An Engine for Economic Growth, 
identifies several major new developments which could 


bolster the Region's economic base, and stimulate 
additional visitor traffic. 


Chapter 3. Understanding the Tourist Markets, 
presents a detailed description of the visitors to 
Hamilton-Wentworth and identifies the Region's 
strengths and weaknesses in addressing its tourism 
opportunity. 


Chapter 4. A Strategy for Tourism Development, 
recommends a strategic focus to achieve four key 


community and economic goals. 


Chapter 5. Marketing and Development Opportunities, 
recommends tactics for increasing tourism awareness 


of Hamilton-Wentworth and developing opportunities 
for increasing the value and size of the tourism 
industry in the Region. 


Chapter 6. Implementing the Tourism Streteqy, 
provides a review of the organizational and financial 
requirements necessary to implement the tourism 
strategy, including budgets, staffing and a 
monitoring program. 


An executive summary has been prepared to highlight the 
key findings of this report and it is available for 
general distribution. As well, the appendices provide 
information on current estimates of tourist expenditures 
in Hamilton-Wentworth, an outline of the 1985 survey of 
Hamilton-Wentworth tourists, and an outline of the target 
audience marketing plan. 


In conclusion, we would like to stress that tourism is 
already a focus of economic growth in the 
Hamilton-Wentworth Region and one which has significant 
promise to contribute to further economic prosperity and 
employment creation. The strategy for tourism 
development which we are recommending, is one which 
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Digitized by the Internet Archive 
in 2024 with funding from 
Hamilton Public Library 


https://archive.org/details/tourisminhamiltoOOunse 


builds on Hamilton-Wentworth's existing strengths, 
proposes a needed unified approach to promoting tourism 


as an industry, and identifies key tourism development 
opportunities. 


To be successful, tourism in Hamilton-Wentworth requires 
a strong mandate supported by significant budget and the 
commitment of both the private and public sector. We are 
encouraged by the prospects for future tourism 
development in Hamilton-Wentworth and look forward with 


pleasure to the successful implementation of this tourism 
strategy. 


Respectfully submitted, 
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STEERING 
COMMITTEE 


Reg Wheeler, Chairman 
Regional Councillor 


Dave Bingham 
Ministry of Tourism 
and Recreation 


Paul Cowell (part) 
Regional Councillor 
Chairman of Economic 
Development Committee 


Don Dailey, Sr. 
African Lion Safari 


Ian Henderson 
Henry Birks and Sons 


TECHNICAL 
COMMITTEE 


Dave Bingham 
Ministry of Tourism 
and Recreation 


Don Cole 
Region of Hamilton- 
Wentworth 


Kathy Drewitt 
Hamilton and District 
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John Gartner 
Region of Hamilton- 
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OTHER REPORTS 


September, 1985 Phase 1: Tourism Base Inventory 
e Appendices include: 


- Special attractions 

= Cultural/historical attractions 

- Festivals/events/fairs 

- Accommodations 

- Parks and recreation facilities 

- Meeting and convention facilities 
- Transportation characteristics 


September, 1985 Directory of Tourism Organizations 


e A directory of organizations 
providing tourism information and 
services in the Region of 
Hamilton-Wentworth and area. 


October, 1985 Phase 2: Survey of Visitors 
e Results of visitor survey conducted 


by PBA in July and August, 1985, in 
various locations around the Region. 
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STUDY 
RATIONALE i 


The organization and delivery of tourism and 
convention services in Hamilton-Wentworth has been a 
Regional responsibility since 1979. With a staff of five 
professionals, and an annual budget of $420,000, the 
Region's Tourism and Convention Services division 
provides support and leadership for local tourism and 
convention programs. Although tourism is generally 
regarded as a seasonal industry in the area, a general 
perception persists that tourism is not a contributor to 
the Region's economy and benefits only those directly 
involved in tourism operations. This perception of a 
limited tourism opportunity and the generally low 
awareness of the economic importance of tourism to the 
Hamilton-Wentworth economy have resulted in the need to 
conduct a tourism development review. 


This review and tourism development strategy are the 
culmination of 10 months of research and analysis by 
Peter Barnard Associates combined with considerable input 
from the local tourism industry, the Region's tourism 
officials, and the leadership of the Tourism Study 
Steering Committee. The report provides an assessment of 
the tourism industry's current role in Hamilton- 
Wentworth, identifies the strategic strengths and 
weaknesses underlying the area's tourism economy, 
proposes a detailed tourism development strategy, and 
recommends an organizational and financial plan to 
implement tourism initiatives designed to increase the 
overall benefits of the industry to the residents of 
Hamilton-Wentworth. 


TOURISM - AN 
ECONOMIC BENEFIT 


Hamilton-Wentworth is already a significant day trip 
destination for thousands of summer visitors, and has 
also begun to establish a reputation as a host community 
for numerous meetings and a growing number of 
conventions. Although the Region is not widely regarded 
as a prime tourism destination, Hamilton-Wentworth's 
tourism and convention industry is conservatively valued 
at $50 million per year in direct expenditures annually. 
The impact of these visitor expenditures goes beyond the 
receipts of the tourism industry operators. Tourism also 
contributes to the creation of jobs in the Region. 
Examination of the labour force in the Region suggests 
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that approximately 6% of the resident labour force was 
employed in jobs directly linked to tourism. At least 
16,000 jobs are related to the tourism sector, with 
accommodation, food services, and recreation being major 
sources of employment. In addition, transportation and 
retail trade employ an additional 15,000 persons in the 
Region with many of these jobs being supported at least 
in part by non-resident expenditures. 


Unlike many traditional industries, tourism produces 
a variety of non-specialized jobs, accessible to persons 
of various backgrounds and skill levels. In addition, 
the construction of new retail and tourism facilities 
leads to spin-off expenditures and additional job 
creation. The cultivation and enhancement of the tourism 
industry in Hamilton-Wentworth can go a long way towards 
helping to achieve other important community goals. 


Tourism benefits are not restricted to job creation 
and the receipt of revenue from non-residents. Tourism 
also contributes to the quality of life and the physical 
infrastructure in the community. An important but often 
unrecognized benefit of tourism is an increased concern 
for preservation of local heritage and natural 
resources. The quality of the tourism experience is 
heightened by the visual beauty and unique points of 
interest found in local streetscapes, historic sites, an 
accessible waterfront, and a variety of activities and 
landscapes found in the Region. Festivals, local arts 
and theatre are made more viable by the additional 
patronage of tourists. As a result, the diversity and 
quality of community life is enhanced. Tourism marketing 
increases Hamilton-Wentworth's visibility to potential 
investors and business executives. As a result, tourism 
can play a significant role in increasing the opportunity 
for Hamilton-Wentworth to attract other forms of economic 
and industrial expansion to the Region. 


VALUABLE TOURISM 
RESOURCES CURRENTLY EXIST 


Hamilton-Wentworth is the home of a wide number of 
cultural and recreational attractions. While many of 
these attractions have had loyal and continuing patronage 
over the years, only two attractions stand out as strong 
generators of tourism traffic to Hamilton-Wentworth. The 
Royal’ Botanical Gardens (RBG) and the African Lion Safari 
are the best known and most visited attractions in the 
Region. An estimated 750,000 persons visit the RBG each 
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year. Similarly, the African Lion Safari, which has been 
recognized as the primary private sector operator tourist 
attraction in the Region, attracts approximately 300,000 
visitors during its April to October operating season. 


In addition to these two major attractions, the 
Region has other distinctive attractions which have 
achieved modest levels of tourism attendance. The 
museums of Hamilton-Wentworth include many which are of 
special purpose or heritage interest. More specifically, 
four have particular interest to the tourism market. 


Dundurn Castle. 

Hamilton Military Museum. 

Canadian Football Hall of Fame and Museum. 
Canadian War Plane Heritage Museum. 


Many cultural and recreational attractions are also 
of interest to visitors. These include Hamilton Place, 
the Art Gallery of Hamilton, and the new Copps. Coliseum, 
all of which provide the type of programming which would 
be of interest to both residents and non-residents. The 
Hamilton Philharmonic Orchestra, the concerts presented 
by TeDeum, the Conservation Authority's Wild Water Works, 
Wave Pool and Water Slide are all distinctive attractions 
which differentiate and benefit Hamilton's tourism 
product. Similarly, the merchants of the Region, the 
picturesque neighbourhood shopping areas such as Hess 
Village and Flamboro Downs Racetrack are all> inpoertant 
factors in generating tourism and shopper activity. 


With upwards of 100 different events scheduled 
throughout the year, the Hamilton-Wentworth area offers 
events that appeal to each and every age group and 
interest. The majority of these events are of partacular 
interest to the community and local residents. The 
challenge remains to upgrade the status of selected 
events which the community may feel deserve higher 
recognition. Efforts have been made to successfully 
promote special events which can appeal to 
out-of-towners. Consideration is being given to 
increasing promotional opportunities, creating 
cross-benefits from complimentary events and packaging 
existing events. 
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The number of hotel and motel units in 
Hamilton-Wentworth totals almost 1,800 distributed among 
37 establishments. Seven establishments have 50 rooms or 
more and account for 57% of the total hotel and motel 
inventory. All of these establishments are geared to 
serving both tourist and business travellers. The 
majority of hotel and motel rooms in the Region are 
priced between $35 and $50 per night. Higher quality 
rooms are available in the $55 to $80 range. At these 
price levels, Hamilton-Wentworth is well positioned to 
attract the more value conscious visitor to the Golden 
Horseshoe who might otherwise choose to stay overnight in 
Toronto or Niagara Falls. The campgrounds and trailer 
parks in the area are another major source of 
accommodation, during the summer months. In total, there 
are 15 operators offering just over 3,000 sites. 

Although there are few bed and breakfast establishments 
in the Region, this is an area of growing interest. 


TOURISM EXPENDITURES 
NOT REACHING POTENTIAL 


In July and August of 1985, 457 personal interviews 
were conducted with visitors to the Hamilton-Wentworth 
Region. Five key conclusions can be made based on the 
directional results of these interviews: 


1. Hamilton-Wentworth serves pass-through, day trip 
visitors. 


2. Only three attractions are proving to be major 
drawing cards. 


3. Average tourist expenditure levels are modest and 
below their potential 


4. Visitors to Hamilton-Wentworth regarded on a par 
but not superior to the competition. 


5. Limited awareness of tourist attractions Teserice 
repeat visits. 


The results of the summer survey suggest the needa to 
address key weaknesses which inhibit the growth of the 
tourism industry locally. A lack of differentiation in 
the tourism product and a low level of awareness of 
attractions are two barriers to growth. In addition, 
there is little to draw repeat visits. An opportunity 
exists to create new flag-ship attractions as well as the 


EXE IBIT 


RECOMMENDED OPPORTUNITIES FOR TOURISM DEVELOPMENT 


Increase Level of Economic Benefits 


Improve 


Develop new destination attraction 
- Hamilton Harbour Waterfront 

- Hamilton - Scourge Project 

- E. D. Smith Tourism Centre 

- Steel Expo 

- International Sculpture Garden 
Generate more/longer visits 

- 7 tour packages 

Improve store opening hours 

- Gasoline and retail 

Initiate innovative promotion programs 
- Presentation kits 

- Information and sales kits 

- Advertising materials 

- Signage and gateway presentation 


- Information booths 


Local Awareness of Tourism 

Designate annual tourism awareness week 
- Role for Chamber of Commerce 

- Develop mobile displays 

- Create mini-marketplace for publicity 
- Recruit volunteers/Advisory Board 

- Utilize local media resources 


- Keep public informed 


packaging of lesser -known attractions in order to 
generate interest among target tourist groups. Further, 
the mediocre quality of information services provided, 
particularly at the existing booths and through 
brochures, has also constrained the expansion Ciera 
tourism industry in Hamilton-Wentworth. The results of 
our survey indicated that even among tourists already in 
the Region, there is an inadequate understanding and 
awareness of the many attractions and activities to 
pursue. 


This lack of awareness and limited knowledge of the 
local tourism product and the benefits derived from 
tourism are also shared by many residents in the 
community. Hamilton-Wentworth also lacks formal tourism 
entry points which diminishes the Region's ability to tap 
the significant visitor traffic which traverses along the 
Queen Elizabeth Way. Although the Region is well signed 
along the Q.E.W., and exits are indicated for accessing 
the downtown and surrounding municipalities, no formal 
tourism gateway has been established to alert travellers, 
passers-by or information seekers. Clearly, there is a 
need to improve commercial as well as informational and 
directional signage along the major highways. 


Given the single purpose nature of the majority of 
visits to the Region, the average tourist party devotes a 
majority of its expenditures at the location which they 
have chosen to visit. In many instances visitors and 
residents are frustrated in their attempts to purchase 
retail and gasoline because of restrictive business 
operating hours. The lack of any significant packaging 
of tourism attractions, and the absence of traditional 
summer purchases such as bicycle rentals, boat cruises, 
tours, tend to reduce the opportunity for increasing the 
average level of tourism expenditure. 


Ironically, the local hotels do not benefit 
appreciably from summer tourism. As stated earlier, the 
majority of visits are day trips and do not involve the 
purchase of overnight accommodation. The recent 
expenditures by major hotel operators in the Region to 
upgrade their facilities and add recreational attractions 
may increase their ability to attract adults and young 
families. Although there are significant untapped summer 
market opportunities, there is little to draw repeat 
visits during the other times of the year. However, the 
new commitment to promote events at the Copps Coliseum, 
the Convention Centre and Hamilton Place will tend to 
generate greater attendance in these facilities and 
stimulate non-resident visits to Hamilton-Wentworth 
during the non-summer months. 
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EXHIBIT (cont'd) 


Upgrade Quality of Visitors’ Experience 


e Encourage upgrading and investment 
- Assist funding applications 

e Encourage training of operating staff 
- Role for Mohawk College 

@e Develop see-you-again promotions 
- Direct mail 


@e Develop gateways 


Improve Urban Landscape/Preserve Natural Environment 


e Implement Waterfront Market Plan 
- Create "people place" on waterfront 

e Promote land-use and development policies 
- Designate heritage areas 
- Promote commercial expansion 


- Protect sensitive environmental areas 


PURSUE FOUR 
KEY GOALS 


The development of Hamilton-Wentworth's tourism 
strategy should be based on community supported goals and 
objectives, and the identification of opportunities which 
are affordable and are compatible with existing tourism 
operations. Over the short term, the strategic emphasis 
should be on enhancing the tourism experience of visitors 
already in the Region, as well as achieving a high 
interception rate of tourism traffic destined for Niagara 
Falls, Toronto and southwestern Ontario. Over the longer 
term the strategy should be geared towards achieving a 
status for Hamilton-Wentworth as a key destination 
market. . 


Based on a wide ranging process of public 
consultation and meetings with local tourism operators, 
the following four tourism goals are recommended for 
adoption: 


1. Increase the level of local awareness of benefits 
generated by tourism. 


2. Increase the level of economic benefits derived 
from tourism. 


3. Improve the quality of the visitors' experience in 
Hamilton-Wentworth. 


4. Preserve and enhance the urban and natural 
environments for the benefit of residents and 
tourists. 


Hamilton-Wentworth's location along the Q.E.W. 
between Niagara Falls and Toronto is a strategic asset. 
The Region is not only in an excellent position to 
intercept traffic, it is also ideally situated to provide 
a base for visitors to spend several days in the Region 
while making side trips into the surrounding area. New 
events, upgraded and well advertised attractions 
appealing and well disseminated information guides and 
services as well as motivating visitor packages are 
necessary ingredients to create the required image. On 
the facing exhibit is a list of opportunities for 
creating the necessary image and tourism product which 
will increase Hamilton-Wentworth's competitiveness in 
attracting a growing share of the tourism market. 
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Currently, Hamilton-Wentworth accounts for a 7% to 
10% share of Festival Country's approximately $600 
million tourism market. A 1% increase in market share 
could yield another $6 million in tourism revenue to 
Hamilton- Wentworth annually. For every $100,000 
expenditure in accommodation and food, approximately 6 
person years of direct and indirect employment are 
created. A $6 million increase in tourism expenditures 
could generate 250 to 350 person-years of direct and 
indirect employment. 


STRENGTHEN TOURISM 
AND CONVENTION SERVICES 


The implementation of the recommended tourism 
strategy requires additional financial and human 
resources. An effectively organized tourism organization 
is essential if tourism is to develop into a major source 
of employment, municipal revenue, and economic 
development. 


Our review of tourism services in the 
Hamilton-Wentworth Region and the various organizations 
in existence has indicated a wide range of groups 
involved and a range of capabilities. Based on this 
review, we feel that the Tourism and Convention Services 
division should continue to be the primary vehicle 
through which the tourism strategy be implemented. This 
leadership position is not meant to preclude the active 
pursuit of specific tourism goals by other area 

ergani zations. Rather, it is our recommendation that a 
strong central focus of responsibility and programming is 
required, which can best be fulfilled by a centralized 
organization. However, there are several improvements 
which must be made to the existing Tourism and Convention 
Services if it is to operate effectively: 


1. Create a tourism advisory board. To provide 


tourism industry input and commitment in the 
activities and priorities of the Region's Tourism 
and Convention Services division, we recommend a 
twelve member board reflecting public and private 
sector tourism interests. 


or Introduce .woncept_ OL fund raising. There isa 


need to introduce private sector financial support 
for the activities undertaken by the Region's 
Tourism and Convention Services. 
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3. Staffing improvements required. Our review of 
current tourism activities has shown that the 
Tourism and Convention Services division must 
change if tourism activities are to grow and 
develop. The group travel officer responsible 
primarily for bus tour operations should be made 
full-time permanent with a reporting relationship 
directly to the Manager of Tourism and Convention 
Services. It is recommended that an individual be 
hired on a two-year contract to perform the 
publicity and public relations function. 


Currently, the efforts and resources of the staff in 
the Tourism and Convention Services are directed almost 
entirely toward responding to requests and meeting 
existing commitments. However, there is a need to 
seriously consider certain changes which could 
significantly improve the operations of the division. 


1. Review and amend the current overtime policies. 
Tourism functions often occur at night or on 


weekends. Management should review the existing 
contractual arrangements with a view to developing 
policies for a regular 35 hour work week which 
would include weekends. 


2. Consider a storefront operation. Consideration 
should be given to some type of ground floor, 


storefront location where the tourism function 
could be more visible than is currently the case. 


3. Improve liaison and co-operation with other 
tourism groups. As the tourism strategy is 
implemented and the tourism function of the Region 
becomes larger, staff should work to solicit the 
ideas, opinions and resources of other public and 
private sector tourism groups. The Advisory Board 
will go a long way to achieving this objective. 


The pursuit of tourism development and growth 
requires an annual investment into tourism programming, 
marketing and organization. The existing annual budget 
of $420,000 demonstrates a modest level of commitment by 
the Region of Hamilton-Wentworth to the development of 
its tourism industry. However, it is low in comparison 
with the budgets of Toronto's Visitors and Convention 
Bureau ($6 million) and Niagara Falls Visitor and 
Convention Bureau ($1 million). To begin to achieve the 
strategic goals outlined in this report requires a 
commitment of additional financial resources to assist 
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with advertising, brochure production, sales tool 
acquisition and improvements to information services. 
Over the next ten year period an average of $167,000 per 
year in additional budgetary funds will be required to 
provide for the necessary items. The Region's obligation 
will be $107,000 annually (average over ten years) with 
the balance being generated by private sector co-op and 
contributions. In addition, the Region is encouraged to 
provide matching grants on a two-to-one or three-to-one 
basis, over and above the budget requirements identified 
above. These matching grants will bolster commitment to 


tourism and provide support for private sector 
initiatives. 


1. A REVIEW OF THE LOCAL TOURIST INDUSTRY 


The Region of Hamilton-Wentworth, with a population 
of over 400,000 people, is strategically located in the 
Golden Horseshoe, one hour's drive from the American 
border and 45 minutes from Metropolitan Toronto. The 
Region has developed a reputation as a major industrial 
and economic centre in Southern Ontario. Perhaps best 
known for its heavy industrial activities, the Region has 
begun to diversify its economic base towards growing 
economic sectors such as retail services, business and 
professional services, and tourism. It is encouraging to 
see that the Region has an existing tourism base which 
Suggests taht there is room to expand and develop new 
tourism opportunities. 


Hamilton-Wentworth is already a significant day trip 
destination for thousands of summer visitors, and has 
also begun to establish a reputation as the host 
community for numerous meetings and a growing number of 
conventions. Although the Region is not widely regarded 
as a prime tourism destination, the Region's tourism and 
convention industry is conservatively valued at $50 
million per year in direct expenditures. 


TOURISM - A MAJOR 
ECONOMIC CONTRIBUTOR 


To most people, tourism is a casual form of 
recreation related to annual vacations, holiday trips and 
weekend getaways. However, putting tourism in an 
economic context is eye-opening; tourism represents an 
S18 billion industry in Canada, ranking fifth overall. 
In Ontario,, tourism is -a.$6+ billion business, which 
ranks third as an export earner, ahead of the iron, 
steel, newsprint and metal industries. Perhaps most 
importantly, tourism means jobs: almost 400,000 jobs in 
Ontario alone, and at least 15,000 jobs in the 
Hamilton-Wentworth area. 


Unlike many other new growth industries, tourism is a 
labour-intensive industry which can provide a source of 
new job creation. It is therefore significant that some 
futurists have predicted that tourism may become the 
world's number one industry by the year 2000. 
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Growing Recognition of Tourism's Economic Value 

A general misconception about the nature of tourism 
is that it is thought to be a local service industry, 
characterized by low-paying seasonal employment. In 
fact, analysis of tourism expenditures and their 
associated multiplier effects indicate that tourism is 
both a service and an export industry. Unlike 
traditional tourism industries, tourism is not dependent 
on the size of the local population base. Small tourism 
based municipalities like Niagara-on-the-Lake, 
Collingwood and Meaford, serve tourist populations far in 
excess of their own size. In the case of the Region of 
Hamilton-Wentworth, the significant size of the 
metropolitan population tends to enhance the tourism 
potential as a result of trips generated by friends of 
residents, and the opportunity for business and shopping 
related journeys to the region. 


The influx of non-resident dollars creates jobs and 
contributes to prosperity. Exhibit 1.1 demonstrates how 
tourist dollars flow into the community. Typically, 
these dollars are spent on purchasing gas, transpor- 
tation, overnight accommodation, meals, souvenirs and 
entertainment. However, the flow of dollars does not end 
there. The tourism industry in turn must pay its 
employees, the majority of whom live in the region and 
spend their salaries on purchasing locally available 
goods and services. Similarly, the tourism industry must 
pay taxes, buy services and goods. Tourism derived 
expenditures represent a significant market for local 
merchants, professionals and tradesmen. The dollars 
spent by tourists on food, accommodation, entertainment, 
fuel, etc., translate into additional expenditures and 
most importantly create jobs, both full-time and 
part-time. 


Tourism and Conventions Contribute $50 Million Annually 


In total, direct expenditures made by tourists to the 
Hamilton-Wentworth economy are estimated at between $41.7 
and $53.9 million. The vast majority of this tourism 
revenue is generated by day trips made to the region by 
Ontario residents and a growing contribution by meeting 
and convention delegates. 


The estimates of annual tourism revenue (shown in 
Exhibit 1.2), are based on conservative assumptions. In 
our examination of the Region's tourism revenues for 
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1985 ESTIMATED TOURTST EXPENDITURES IN 
HAMILTON-(IENTWORTE REGIOM 


I Day-Trips Made to Hamilton-Wentworth 
By Ontario Residents 


1.488 million person visits @ $16-$15 
= $14,880,800 - $22,328,099 


II Overnight Trips Made to Hamilton-Wentworth 
By Ontario Residents 
9.181 million person-visits @ $25-$36 
= $4,780,908 - $5,439,999 
III Enroute Stops Made By Non-Ontarians 


Assume 50,000-180,000 party stops @ $25 
= $1.8 million - $2.5 million 


IV Overnight Trips Made to Hamilton-Wentworth 
By Non-Ontarian Visitors 
1,816 -hotels/motels @ 68 percent occupancy x 365 


days 
= 397,704 total occupied room-nights 


@ 18 percent - 15 percent Non-Ontarian share 
= 39,704 - 59,656 


@ $196@ per night (including food and miscellaneous) 
= $3.9 million = $5.9 million 


peel trailer/campsites @ 75 percent occupancy x 19¢ 
ays 
= 230,625 total occupied site-nights 


@ 19 percent - 15 percent share 
= 23,060 > 34,598 


@ $56 per night (including food and miscellaneous) 
=z §1.2 million - $1.7 million 


Vv Meeting and Convention Contribution 
Approximately $16.8 million 
Total = $41,688,909 be! $53,859,008 


Source: PBA based on MTR 1982 Survey 


1985, we determined that the vast majority of 
expenditures were made by Ontario residents. Only 
between 12% and 15% of total annual revenues were derived 
from American visitors. Although the majority of visits 
to Hamilton-Wentworth are day trips, the value of this 
form of tourism is still modest. The opportunity remains 
for the Region to attract a greater number of 
destination-oriented overnight stays, as well as increase 
the average day trip expenditure beyond its estimated $10 
- $15 per capita currently. 


Tourism Means Jobs in Hamilton-Wentworth 


The impact of these tourism expenditures goes beyond 
the receipt books of tourism industry operators. Tourism 
also contributes to the creation of jobs in the Region. 
Examination of the labour force in the Hamilton-Wentworth 
area reveals that in 1981, approximately 6% of the 
Region's resident labour force was employed in jobs 
directly linked to tourism. This is -in contrast: with, the 
7% of the labour force employed in tourism provincially. 
As indicated in Exhibit 1.3, at least 16,000 jobs were 
related to the tourism sector, with accommodation, food 
services, and recreation being major sources of 
employment. In addition, transportation and retail trade 
employ an additional 15,000 persons in the Region. Many 
of these jobs are supported in part by non-resident 
expenditures in Hamilton-Wentworth. Since 1981, the 
retail and accommodation sectors have expanded 
significantly, which in turn generated new levels of 
tourism employment. Unlike many traditional industries, 
tourism produces an exceptional variety of jobs. 


Tourism jobs offer employment opportunities to 
persons of all ages, sexes, and skill levels. The 
seasonal nature of tourism in Hamilton-Wentworth offers 
part-time and occasional jobs to students and housewives 
(among others), who are attracted to non-traditional work 
arrangements. The majority of tourist jobs are of 
non-specialized or technical nature and, therefore, are 
accessible to persons of various backgrounds and skill 
levels. 


DIVERSE COMBINATION 
OF ATTRACTIONS 


Hamilton-Wentworth is the home of a wide number of 
cultural and recreational attractions. While many of 
these attractions have had loyal and continuing patronage 


EXHIBIT 153 


TOURISM=RELATED EMPLOYMENT 
HAMILTON=WENTWORTH (1981) 


Number Employed 


Industry Sector Male Female ToLe. 
SE 
ALL INDUSTRIES 163,480 LLL; 995 215,475 
ACCOMMODATION AND FOOD SERVICES 
881 Hotels and Motels 64¢ Lg2e5D Ly o25 
884 Campgrounds and Trailer Parks 35 49 75 
886 Restaurants and Taverns 25525 7,286 LOp19) 
4,196 8,605 L272 
SERVICE/RECREATION 
841 Cinemas 126 180 36G 
844 Golf Clubs 296 230 529 
845 Theatres 325 120 445 
849 Other Amusement/Recreation 876 Leg ke 1,990 
1,605 1,650 S200 
TRANSPORTATION 
504 Water Transport 14G 35 LES 
5¢@8 Bus (ex. HSR) 55 25 189 
295 6G 355 
RETAIL TRADE 
631 Food Stores 2,645 3,599 6,255 
642 General Merchandise i655 5,690 Veoes 
654 Gas Stations [7335 479 1,355 
5,685 SD 15,435 
TOTAL TOURISM=RELATED LalpyietS 20,9065 31,84@ 
Note: Seasonal and part-time employment understated. 


Source: Statistics Canada, 1981 Census 


over the years, only two attractions stand out as strong 
generators of tourism traffic to the region. The Royal 
Botanical Gardens and the African Lion Safari are the 
best known and most visited attractions in the Region. 
Similarly, the Region's events and festivals are 
generators of visitors to the area, with the Festival of 
Friends and the Hamilton International Air Show being 
particularly important in this regard. Despite efforts 
to create a year-round tourism industry in the Region, 
the majority of attractions and events tend to be 
oriented to the fair weather summer months. 


Two Attractions are of Provincial Importarice 


Hamilton-Wentworth's most popular visitor attractions 
are the Royal Botanical Gardens (located on the Halton 
Region border), which is open year-round, and the African 
Lion Safari (located in the northern part of the Region), 
which operates from April through October. 


e Royal Botanical Gardens. Comprising 2,000 acres, 
the RBG attracts visitors and researchers from all 


over the world. An estimated 750,000 persons 
visit the RBG each year to view the gardens, take 
nature walks, attend educational courses, or 
participate in program activities. In the past 
year the RBG has undertaken several public 
relation campaigns to enhance public awareness of 
its programs and achieve higher attendance 
levels. The RBG has been popular with 
seniors-oriented bus tours, and has frequently 
been packaged with Dundurn Castle as a day trip 
destination. However, the attraction of RBG is 
not restricted to seniors. Family groups, flower 
enthusiasts of all ages, and school groups are 
other target markets which the RBG has targeted 
successfully. 


e® African Lion Safari. The African, Lion Safari 
(ALS) has been recognized as the primary private 
sector operated tourist attraction in the Region. 
It attracts approximately 300,000 visitors during 
its operating season (April through October). 
Comprising 200 hectares, the wildlife park 
includes six large game reserves, a scenic 
railway, performing animal shows, a conservation 
centre for birds of prey, a cruise boat, amusement 
rides, and) shops and food facilities: <The ALS is 
the Region's leading tourism attraction 
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advertiser. It has increased its off-season 
marketing by engaging in demonstrations at 
Sportsman Shows and by programming tours of its 
performing animal shows. 


In addition to these two major attractions, the 
Region has other distinctive attractions which have 
achieved modest levels of tourism attendance. 


The Museums of Hamilton-Wentworth. There are 15 
heritage or special purpose museums in the Region 
(Exhibit 1.4). Among them, five are of particular 
importance to the Region's tourism industry. 


- Dundurn Castle. A restored 35 room mansion, 
the Castle is a principal lure in attracting 
bus tours to the area. In 1984, attendance at 
the castle was just over 66,000. 


- Hamilton Military Museum. Located within the 
grounds of Dundurn Park, the museum attracts 
upwards of 29,000 visitors per year and, like 
Dundurn Castle, is open year-round. It has 
been estimated that upwards of 45% of visitors 
to Dundurn and the Hamilton Military Museum are 
non-residents of the Region. 


- Canadian Football Hall of Fame and Museum. 
Although only visited by an estimated 5,300 
people per year, the Football Hall of Fame is 
more than just a shrine to Canadian football. 
The annual induction ceremony achieves national 
publicity and is of particular interest to 
sports fans across the country. 


- Stoney Creek Battlefield House and Park. 
Commemorates the successful British defence 
during the 1813 Battle of Stoney Creek. The 
Gage House, renamed "Battlefield House", 
maintains a mid-1800's atmosphere and features 
antiques, scheduled activities and audio-visual 
presentations. 


-~ Canadian Warplane Heritage Museum. Located in 
Hanger Four at the Hamilton Airport, this 
Museum houses one of North America's best 
collections of operating World War II 
aircraft. The annual Heritage Air Show creates 
even broader awareness of this important, 
unique attraction. The Heritage Museum also 
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generates significant publicity for the Region 
of Hamilton-Wentworth as a result of its 
participation in out-of-town airshows and 
special commemorative events. 


Plans are currently under consideration for the 
re-development of Wentworth Heritage Village, and 
the future raising of the Hamilton and Scourge 
merchant schooners, which lay intact on the bottom 
of Lake Ontario. 


' Many cultural and recreational attractions are of 
anterest to visitors. Hamilton Place, the Art 


Gallery of Ontario, and the new Copps Coliseum are 
all major facilities with: the type of programming 
which will be of interest both to residents and 
non-residents. As a major urban metropolitan 
centre, the Region is a focal point for patrons of 
the arts, sports, and theatre. The Hamilton 
Philharmonic Orchestra, and the concerts presented 
by Te Deum, attract subscribers and tour groups 
from outside the Region. Among the Region's many 
conservation areas, the single most attractive 
area to the visiting public is Confederation Park 
located on the Queen Elizabeth Way. This park's 
Wild Water Works, Wave Pool and Waterslide 
attraction received 150,000 paid visits in 1984. 
Of this total, 70% of visits were by residents 
living within the Region. The remaining 25% were 
comprised of visitors arriving from Halton Region, 
Toronto, and others parts of the province. Only 
5% of visitors were from out-of-province. It is 
worthwhile noting that 42% of campground users in 
Confederation Park are from out-of-province. 


Other attractions of note include horse racing and 
shopping. A major regional racetrack, Flamborough 


Downs, iS open year-round every night except 
Monday and Friday. Average attendance is about 
2,500 on weeknights and about 3,000 on weekends. 
The majority of spectators come from the Hamilton, 
Kitchener, Guelph and St. Catharines areas. The 
track is also available for staging special events 
and concerts. As an attracter of non-residents to 
Hamilton-Wentworth, the Region's shopping and 
dining facilities are perhaps its most powerful 
drawing cards. The merchants of downtown 
Hamilton, the malls in the Region, and picturesque 
shopping areas such as Hess Village and downtown 
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CALENDAR OF FESTIVALS/SPECIAL EVENTS/FAIRS 


1985 
January . February 
SMTWTES #6 SMiWT ES 
i 23440 : (He 
6789101112 Q@GOOBA || 
13 14 15 16 17 18 19 goveess 
20 21 22 23 24924 | [17] 18 19 20 21 22 23 
22) 28 29 30 31 24 25 26 2728) 


| March 
ce 


ip] 455 6 7 Ee 
MOVES 
ee 19 Seer 
Bd 25 26 2729 R9]BO] 


J 


June 


Se ee 


OSTA 
/X,10 11 12 13 OE 


(6)17 18 19 202) 23] 
A324 25 26 27 2229) 


April | May 
SMTWTFS:SMTWTFS 
12345 6 eh ee 


@ 8 ZOO CENCE 789101 
(14 15 16 17 18 19 20 | 12 13 14 15 16 17 18 
21 22 23 24 25(06)27 | en 1920 21 


28 29 30 6) 27 28 29 (.B)) 


July 
SMTWTFS|SMTWTF S 
ftj2 3 4 5 [6] 1ee2 (3) 
789 1011 1213] | [4] 5 6 7 @X9)ho 
@1s 1642089 bd BOSCO | fT3]16 17 18 1902 


oe 23 24 25 26 27 | AR19 20 21 2223~2X | [23] 23 24 25 26 27 28 
28 29 30 31 | @3)26 27 28 29 30 31 [29 30 

! | 
| October November | December ; 
SMTWT F S SoMa Wiel Cet SMTWTF S 


1 2 Ae aie nie ae rece 
Gi7 2:52 Ont0 Qe (9) |(8) 9 1001) 12 13 14 
COANIFEICHISCS | 


(1344) 15 16 17 18 19 15 1617 18 19 2021 


20:21 22°23:24'25 26 7) 18 19 20 21 22 23 | 22 23 24 25 26 27 28 
27 28 29 30 31 24 25 26 27 28 29 30 | 29 30 31 


C) Single event 
fe Two events 


Z\ Three or more events 


Dundas, are all important ingredients in 
generating tourism and shopper activity. The 
shopping areas located in each of the member 
municipalities present special and thematically 
different shopping experiences for the visiting 
public. This enhances the overall appeal of the 
Region as a place to shop, browse, and find 
entertainment. 


Variety of Special Events Draw Visitors to the Region 


With upwards of 100 different events scheduled 
throughout the year, the Hamilton-Wentworth area is bound 
to offer an event that appeals to all age groups and 
interests. There is a good balance of urban and 
rural-based events as well. As can be seen from Exhibit 
1.5, there are numerous events scheduled throughout the 
year. On frequent occasions, particularly on summer 
weekends, several events overlap and may suffer a loss of 
audience as a result of this scheduling duplication. 
However, given the large size of the local resident 
market, it would be expected:-that several events, if not 
the majority, would be catering to residents of the area 
and may therefore be of limited interest to the visitor 
public. Nonetheless, several local events are indeed of 
particular interest to tourists as well as locals and 
should be given the distinction and resources necessary 
to achieve greater prominence. 


e Festivel cf Friends. Headquartered in Gage Park, 
and held annually in the second week of August, 
the Festival of Friends is now entering its tenth 
year. Estimated to attract over 300,000 
participants annually, the festival features 
musical entertainment, arts and crafts, and ethnic 
foods. No admission is charged to the event, and 
it has become the focus of increased community 
pride and attention over the years. 


e Hamilton Internationa] Air Show. Held annually on 
a summer weekend, the air show is now about to 
enter its twelfth year. Drawing in excess of 
30,000 spectators each year, the air show features 
military and commercial airplanes from across 
Canada and the U.S.A.. 


e The Dundas Cactus Festival. Held in conjunction 
with the Touch The Earth Pow Wow, the Cactus 
Festival is sponsored by Ben Veldhuis Greenhouses 
in downtown Dundas. 


oa 
La 


e Festitalia. An important and growing Italian 
ethnic event, Festitalia is held annually over the 
Labour Day weekend. Featuring numerous outdoor 
and informal family-style activities, the festival 
is a major occasion for the area's Italian 
community. Although visitor counts are not taken 
for the event, it is estimated that a significant 
proportion of the attendees are friends and 
relatives from outside of the Region. 


e Winona Peach Festival. Held annually during late 
August, ‘the festival features arts and crafts, 
rides and displays. 


Canadian National Cycling Championships. An 
example of special event marketing and promotion 
was the 1985 Carlsberg Light Cycling 
Championships. Held in Hamilton-Wentworth in July 
of 1985 (on a one-time basis), this event earned 
national recognition for the area and was . 
supported by local residents as well as visitors 
and fans of the sport. Although events of this 
type are only held occasionally, it is an 
excellent way in which to introduce new visitors 
to the area as part of a special theme attraction 
Or a special interest event. 


The challenge remains to upgrade the status of these 
and other selected events which the community may feel 
deserve similar high recognition. The objective should 
be to establish a year-round schedule with opportunities 
to bolster the shoulder and winter seasons, particularly 
during January when few events are now scheduled. 
Promotional opportunities are also necessary to maximize 
the lure value of events. Consideration should be given 
to increasing promotional opportunities, creating 
cross-benefits from complementary events, and packaging 
existing events. The low levels of expenditures 
generated by day visitors could be enhanced through 
packaging of food, entertainment and overnight 
accommodation. Furthermore, the advance sale of event 
tickets and special themed attractions in con] uncti1on 
with events would increase the numbers of overnight 
visitors and the likelihood of attracting tour groups and 
charter bus loads of attendees. 


GROWING 
ACCOMMODATION SECTOR 


In total, there are approximately 1,800 units 
distributed among 37 establishments. Of these 37 
establishments, 14 are located in the City, with the 
balance distributed across the neighbouring 
municipalities and townships. 


Major Hotels Being Upgraded 


Seven establishments have 50 rooms or more, and 
account for 57% of the total hotel and motel rooms. 


Establishment Number of Rooms 
Sheraton Hamilton 302 
Holiday Inn 224 
Royal Connaught 206 
City Motor Hotel 100 
Gulliver's Travels 84 
Journey's End 60 
Town Manor 60 


All of these establishments are geared to serving 
both tourists and business travellers. The larger 
establishments are particularly interested in meeting and 
seminar groups. The three largest hotels have recently 
completed modernization programs. The Royal Connaught 
has completed a major face lift with new health and 
recreation centre facilities, and a complete 
refurbishment of guest rooms and entertainment 
facilities. The Holiday Inn has completed a $2.2 million 
refurbishing. The new Sheraton Hotel, connected directly 
to the Convention Centre, opened late in 1985 and is 
currently engaged in an introductory marketing campaign. 
The majority of hotel and motel rooms in the Region are 
priced between $35 and $50 per night. Higher quality 
rooms are available in the $55 - $80 range. At these 
price levels, Hamilton-Wentworth is well positioned to 
attract the more value conscious visitors to the Golden 
Horseshoe, who might otherwise base themselves in, Toronto 
or Niagara Falls. 


Large Number of Trailer and Camp Sites 


The campgrounds and trailer parks in the area are 
another major source of accommodation, particularly 
during the summer months. In total, there are 15 
operators offering just over 3,000 sites. Most of the 
campgrounds have on-site amenities, but do not offer 
access to marinas. 


CAMPGROUNDS WITH 100+ SITES 


Establishment. Number of Sites 
Knight's Dunmark Park 600 
Courtcitet Park ~_ 500 
Lawson Park ; 350 
Olympia Village 300 
Hoover Park 265 
Copetown Holiday Park 243 
Valens Conservation Area 150 
Confederation Park C.A. 142 
Safari Campground 125 
Arrowhead Park 100 
Gulliver's Lake & Park 100 
Pine Valley Park 100 


It is estimated that about 65% of the available sites 
are taken by seasonal campers, with 35% devoted to 
transient visitors. 


Although there are few bed-and-breakfast 
establishments in the Region, this is an area of growing 
interest. At this point, seven homes offer a total of 
only 12 beds; however, a newly published brochure is 
expected to increase awareness of these facilities among 
the travelling public. In addition, a total of 145 
seasonal residences are available to cottagers, with the 
majority located in the Town of Flamborough. 


The annual $50 million in direct tourism revenues is 
Only'a beginning. In the following chapter we review 
some of the opportunities for developing new, Significant 
attractions which are being contemplated. 


2. TOURISM - AN ENGINE FOR ECONOMIC GROWTH 


a 


The Region's tourism industry has a potential to be 
more than just a provider of services, and a convenient 
stopover point or day trip destination. The industry 
could be the stimulus for numerous community improvements 
and significant job creation. The starting point for 
planning Hamilton-Wentworth's tourism growth begins with 
understanding the tourism resources in the Region, their 
associated economic benefits, and a larger role of 
tourism in the community. In this chapter, several major 
new developments are identified which could bolster the 
Region's economic base, and stimulate additional visitor 
tratftic. 


OPPORTUNITY TO 
ACHIEVE COMMUNITY GOALS 


The Region of Hamilton-Wentworth has already 
benefited from public and private investment in major 
shopping, meeting and accommodation facilities. These 
benefits include job creation, increased real estate 
investment and development, and the quality of life, 
which have all been stimulated in part by resident and 
non-resident consumer demand. The cultivation and 
enhancement of the tourism industry in Hamilton-Wentworth 
can go a long way towards helping to achieve other 
important community goals. 


Benefits Go Beyond Tourist Spending 


As mentioned before, tourism benefits are not 
restricted to job creation and the receipt of revenues 
from non-residents. Tourism also contributes to the 
quality of life and the physical imfrastructure in a2 
community. Tourists help to support the local cultural 
facilities and provide the additional, non-resident 
expenditure base which can justify the establishment Of 
retail and commercial operations typically found only in 
larger population centres. 


Arn timportanty, but often unrecognized, benefit of 
tourism is an increased concern for preservation of local 
heritage and natural resources. The quality of the 
tourism experience is heightened by the visual beauty and 
unique points of interest found in local streetscapes, 
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historic sites, accessible waterfront, and the variety of 
activities and landscapes found in the area. Social and 
cultural benefits accompany tourism; festivals, local art 
and theatre are made more viable by the additional 
patronage of tourists. As a result, the diversity and 
quality of community life is enhanced. Community pride 
in local architecture and heritage and the recognition by 
commercial tourism interests of the value of these 
elements lend an increased effort to preserve and upgrade 
neighbourhoods, commercial districts, and other areas of 
mutual interest. 


The investment in new tourism facilities, 
attractions, preservation and redevelopment of existing 
operations, all help to create construction jobs and 
valuable commercial assessments for the municipality, 
which in the absence of tourism, would result ina 
greater tax burden for the existing residents and 
businesses. 


In addition, the indirect benefits of tourism include 
a significant employment multiplier. 


ONTARIO EMPLOYMENT MULTIPLIER 


$100,000 Expenditure In Resulting Direct, and 


Indirect Employment 
(Person Years) 


Retail Trade 
Accommodation/Food 
Amusement/Recreation 


= O71 +) 
e 
NANO 


Source: Ministry of Tourism and Recreation 


In summary, the benefits of tourism in the 
Hamilton-Wentworth area go beyond mere tourist spending. 
As mentioned, the Region benefits from the creation and 
preservation of valuable business assessment. The 
community benefits by the establishment of a variety of 
full-time and part-time jobs for persons of all ages, 
sexes, and skill levels, as well as many non-economic 
benefits. The provincial government benefits from the 
direct payment of sales tax, estimated at at least S2ige 
milliom annually from Hamilton-Wentworth's tourism 
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NEW DEVELOPMENTS 
UNDER CONSIDERATION _ 


Eight major new development opportunities are under 
active consideration for the Region. Four of these 
opportunities have the potential to rival the African 
Lion Safari in their scale of development and their 
appeal to the travelling public. The other four proposed 
developments are of a lesser scale, but are considered 
particularly noteworthy, and deserving of appropriate 
actions. 


Hamilton Waterfront Master Plan. Completed in 
September of 1985, the Master Plan Study presents 
a bold and exciting initiative for the City to 
undertake. The recommended plan for the Hamilton 
waterfront involves a major transformation of the 
central waterfront into an important new 
recreation amenity for Hamiltonians and for the 
Region. The major feature of the plan is the 
creation of a new island out of the Lax landfill 
area. The basic concept for Hamilton Island is a 
carefully landscaped park-garden occupied by a 
number of different activity areas. 


- The Crystal Palace, which will provide major 
flower and botanical displays and a focus for 
many other Island activities 


- A central boulevard with reflecting ponds and 
fountains 


- A lagoon 


- Little islands with look-outs, grottos and 
bridges and connections 


- Children's play area 
- Cine Crystal, an Imax Omnimax theatre. 
The Island would also be the base for tour boats 


to the Royal Botanical Gardens, Coote's Paradise, 
and to other parts of the harbour, and the 


- permanent mooring of a replica of the Hamilton 


and/or Scourge. The Island is conceived as a 
year-round recreational facility, with free public 
access at all times. 


Also recommended for the waterfront complex are 
restaurants in and around the Cine Crystal, a 
performance area consisting of a grassy 
bowl-shaped lawn, and a floating stage. 


Other elements of the plan include: walkway, 
links to Dundurn Castle, the expansion of marina 
facilities in Macassa Cove, the development of 
Harbour Commission lands and Pier 4 for mixed use 
purposes including the future development of the 
Waterfront hotel. Consultants estimate that upon 
completion, the potential attendance for these 
attractions could total upwards of 400,000 persons 
per year. This forecast would not seem 
unreasonable given the impressive activity and 
development plans envisioned for the total 
project. ; 


In the context of a proposed tourism strategy for 
Hamilton-Wentworth, the Waterfront development has 
an extremely important role to play. If brought 
to fruition, the total development could provide a 
valuable and unique lure for drawing visitors to 
the City and Region. In addition to the obvious 
benefits this redevelopment presents for area 
residents, it would also address several major 
needs which are not currently satisfied. 


-~ Provide an exciting and intriguing point of 
interest on the waterfront skyline. This is 
particularly important in reference to highway 
traffic crossing the Burlington Skyway Bridge. . 


- Create a people place on Hamilton Bay. 


- Provide for tour boat operation throughout the 
summer. 


- Provide a physical link for visitors between 
the Royal Botanical Gardens and the Civ oot 
Hamilton. 


- Provide a physical link between Dundurn Castle 
and the waterfront. 


~ Provide a focus for entertainment and 
recreation along the waterfront. 


Although the initial implementation of the 

waterfront program requires significant public 

sector capital funding, the tourism elements of 
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the program could be funded in part by the private 
sector. In particular, the operation of a. tour 
boat ride, the leasing and operation of shops and 
restaurants, and the user fees generated by 
possible marina, and entertainment-related 
activities would all generate direct revenues in 
addition to the expenditures made by the future 
visitors to the area. 


The Hamilton-Scourge Project. Discovered in 1973, 
the Hamilton and Scourge are two well-preserved, 


armed merchant schooners which fought on Lake 
Ontario in the War of 1812. . Brought. to 
international attention by Jacques Cousteau in 
1980, and subsequently the focus of numerous 
articles and television programming, the project 
is now governed by a special committee of City 
Council, with a distinguished professional 
advisory task force providing support. 


A five acre lakeside site in Confederation Park, 
adjacent to the Queen Elizabeth Way, has been set 
aside for an international-class museum. 
Currently, an interpretive centre is operating on 
the site during the summer months. Plans are 
under way to determine the feasibility of raising 
the schooners from the depths of Lake Ontario. 
The raising of the ships would be a long-term ; 
project and remains uncertain at this time. 
However, the mere existence of the ships, and the 
opportunities to capitalize on their growing 
reputation and mystique among the public, could 
provide a valuable tourism opportunity tor 
Hamilton-Wentworth. It has been suggested in the 
Waterfront Master Plan Study that a replica of one 
or both of the ships could be created and used as 
a tour boat attraction in Hamilton harbour. 
Another short-term opportunity would be the 
development of a theatre and gallery of artifacts, 
which could be developed on the Confederation Park 
property, and promoted as a visitor attraction. 


The Confederation Park location offers high 
visibility and easy access on and Ore of the 
Q.E.W. The promotion of the upgraded 
interpretation centre, artifacts display, and film 
theatre could provide a valuable intercept tool 
for stopping pass-through traffic along this major 
traffic corridor. In the longer term, the 
development of replicas and/or the raising of the 
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original ships might involve the relocation of the 
full-size vessels to the Hamilton waterfront, 
where they could constitute a functioning part, 
and a visual monument of the revitalized 
waterfront. 


It is recommended that a feasibility study be 
conducted to investigate the merits of the various 
site alternatives, and to attract the necessary 
funding for recreation or raising of the ships. 


E.D. Smith & Sons Ltd. This long established 
Canadian-owned company, headquartered in Winona, 
Ontario, is now contemplating the development of a 
tourism centre on its property. More than just an 
industrial tour, the firm envisions a tourism 
complex incorporating heritage elements, lifestyle 
and recreational aspects, educational and 
experiential opportunities, as well as allowing 
for the traditional pick-your-own activities and 
product manufacturing displays. 


The importance of this initiative Tes eine 1s 
potential to attract out-of-province and 
particularly American visitors. As a southern 
gateway to the Region of Hamilton-Wentworth, the 
E.D. Smith property presents an exciting 
opportunity to intercept traffic heading north and 
east on the Q.E.W., from Niagara Falls and 

beyond. The commitment of a major private sector 
consumer goods company to create a viable tourism 
attraction, would provide a valuable asset to the 
tourism industry as well as to the local community 
(in creating jobs on site, producing additional 
taxation assessments, and enhancing the reputation 
of the area for business). A feasibility study to 
investigate the tourism study opportunity is 
scheduled to begin in 1986. 


Hamilton Airport. The existence of this recently 
modernized and enlarged airport facility as. 4 
Source of continued frustration in the Region. 
Long recognized as an important factor in 
generating new economic spin-offs and meeting and 
convention business in the Region, the airport 
remains under-utilized. The expansion of activity 
at the airport could generate significant blue 
collar and white collar jobs at the airport as 
well as in the hospitality industry. The 
establishment of scheduled airline service at 
Hamilton (Mount Hope) would be a significant 
factor in attracting fly-in tourist trade. 
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Canadian Warplane Heritage. This 
international-calibre collection of static and 


active war planes is in danger of leaving the 
Region. The Canadian Warplane Heritage (CWH) 
Museum owns the hangar in which it houses and 
maintains its artifacts; however, it leases its 
land from the Federal Ministry of Transport. At 
this time the lease on the land has expired, and 
the federal government has offered a new lease 
which exceeds the affordability of the CWH. In 
addition, under the terms of a new lease, the CWH 
would lose ownership of its buildings and 
therefore need to immediately repay an outstanding 
mortgage on the building. The uncertainty of 
continued tenure on the site, as well as the 
invitations to move the Warplane Heritage Museum 
to a location outside the Region, place this 
attraction in jeopardy. Given the potential to 
increase the visitor attendance at the Museum and 
to package the CWH as a highly motivating and 
unique tourism visitor package, it is essential 
that a satisfactory arrangement be reached between 
the CWH and its landlords, the Ministry of 
Transport (for whom the Region of 
Hamilton-Wentworth acts as an agent). 


Other proposals. Wentworth Heritage Village, 
located just north of the City of Hamilton, has 
been closed for the last two years. A Master 
Plan, completed in April 1985, recommended that a 
new village concept be adopted to reflect a 
consistent approach to the artifacts and buildings 
on site. Themed the Canada West Village, this new 
concept would encapsulate the collection on the 
property, which reflects the period 1841 through 
1867. While it is anticipated that the Village 
would not be a destination attraction, the new 
Canada West Village would likely benefit from 
packaging itself with African Lion Safari, as a 
combined visit or attraction. The cost of 
implementing the new Canada West Village concept 
would require upwards of $1 million in capital 
over a six-year period making it one of the 
highest subsidized public facilities in the 
Region. Although the upgrading and preservation 
of a heritage village in the Region is a laudable 
objective, it will not in itself contribute 
significantly to the fortunes of the Region's 
tourism industry. It has been suggested by 
members of the community that perhaps a private 
sector opportunity lies in the future 
redevelopment of the village concept as a MALAV LNG 
heritage vacation attraction". 
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The Hamilton Museum of Steam and Technology is 
currently housed in Hamilton's Pumping Station, 
dating back to 1859. The Pumping Station features 
the Gartshore Beam Engines, a unique example of 
19th century steam technology. Exhibits are on 
display in a gallery which previously functioned 
as the boiler room. A proposal to expand the 
museum into an adjoining building is being 
considered. 


A master landscape and development plan was 
prepared for Confederation Park in February, 

1985. The plan presents an exciting vision of how 
Confederation Park could provide a first calss 
"Near Urban Waterfront Park" for the leisure 
family of the future, and create a significant 
tourism role for the park. Exhibit 2.1 provides 
an illustration of the future development 
envisioned for the centre of the park. 


In the next few chapters, we will highlight other 
needed initiatives involving basic tourism information, 
infrastructure, and programming. 


Hamilton-Wentworth's role as a regional retail and 
service centre has been enhanced by the economic 
contribution made by visitors to the community. Its 
location between the tourism attractions in Toronto and 
Niagara Falls make it a strategically attractive location 
for intercepting and generating increased tourism 
visits. In the following chapter, we examine the 
existing tourism markets being served by the Region, the 
level of economic contribution being made by these 
visitors, the perception of Hamilton-Wentworth as a place 
to visit, and we conclude on the Region's strengths and 
weaknesses as a tourism attraction. 


3. UNDERSTANDING THE TOURIST MARKETS 


ee 


In July and August of 1985, 457 personal interviews 
were conducted with visitors to Hamilton-Wentworth. 
Conducted at seven locations across the Region, the 
imterviews explored the reasons for visiting Hamilton- 
Wentworth, the awareness of Hamilton-Wentworth as a 
tourism area, the level of expenditures made in the 
Region, and the origin of the Region's tourists. Five 
key conclusions can be made based on the directional 
results of these interviews: 


1. Hamilton-Wentworth serves pass-through, day-trip 
visitors 


2. Only three attractions are proving to be major 
drawing cards 


3. Average tourist expenditure levels are modest and 
have not reached their potential 


4. Visitors to the Region regard Hamilton-Wentworth 
on a par but not superior to the competition 


5. Limited awareness of tourist attractions restricts 
repeat visitors. 


The results of the summer survey suggest a need to 
address several key weaknesses which inhibit the growth 
of the tourism industry locally. A lack of uniqueness in 
the tourism product and a low-level of awareness of 
attractions are two key barriers to growth. In addition, 
there is little to draw repeat visits. An opportunity 
exists to create new flag-ship attractions as well as the 
packaging of lesser known attractions in order to 
generate interest among target tourist groups. Further, 
due to underfunding, the mediocre quality of information 
services provided, particularly at the existing booths 
and through available brochures, has also constrained the 
expansion of the tourism industry in Hamilton-Wentworth. 
Survey data presented in this chapter provide an 
excellent basis for developing a strategy for securing 
and enhancing the Region's tourism future. 
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CROSS TABULATIONS CONDUCTED 
FOR TOURIST SURVEY 


e By those with children 


239 with children 
210 without children 


e By those with seniors in group 


53 with seniors 
396 without seniors 


e By visitation 


254 previous visitors 
195 first-timers 


e By visitor origins 
133 South-Central Ontario 
137 Other Ontario and Canada 
125 U.S. and other 

e By length of stay 


310 1 day or less 
136 overnight or longer 


e By annual household income 


16 less than $15,000 74 $30,000 - $39,999 
14 $15,000 - $19,999 52 $40,000 - $49,999 
30 $20,000 - $24,999. 19 $50,000 - $59,999 
42 $25,000 - $29,999 14 $60,000+ 


e By groups of greater than three persons 


386 family 
76 non-family 


e By survey location 


145 African Lion Safari 
130 Royal Botanical Gardens 
8€ Dundurn Castle 

56 Confederation Park 

26 Downtown 


BROAD RANGE OF AGE GROUPS 


Age Distribution of Tourists 


Location <15 16-25 26-35 36-50 51+ 
Hamilton-Wentworth 27% 15% 18% 22% 18% 
Halton on ual Paul Mg | 20 
Barrie 28 12 19 24 Ty 
OTs 24 18 uly 17 24 


The average party size of visitors to Hamilton- 
Wentworth tends to be slightly higher than the size of 
tourist parties in Barrie, Halton and Toronto. According 
to the following data, there is a predominance of people 
travelling in groups of two, three, and four persons. 

The single person traveller only comprises 4% of tourist 
parties interviewed in the summer of 1985, indicating 
part of the missing opportunity facing the Region's 
tourism industry. 


STRONG FAMILY ORIENTATION 


Tourist Party Size 


Location 2 2 3 4 5 6+ 
Hamilton-Wentworth 4% 30% 17% 27% 9% 14% 
Halton 10 40 14 18 7 i: 
Barrie 10 33 as Z0 9 14 
MTCVA 9 39 | aly rT at 


Hamilton-Wentworth attracts tourists with a wide 
range of income characteristics. The household incomes 
of visitors to the Region indicate that Hamilton- 
Wentworth has a strong appeal to persons in all levels of 
income strata, with a skew towards households of higher 
income. In total, the Hamilton-Wentworth income profile 
is quite similar to that of Halton Region, ct 2s 
interesting to note that incomes of visitors to Hamilton- 
Wentworth are significantly higher than those of visitors 
to Barrie. 
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ORIGIN OF SUMMER VISITORS 


TO HAMILTON-WENTWORTH 


Area Percentage 
South-Central Ontario 37 
Other Ontario 24 
Uses. | Ze 
Other Canada 9 


Overseas g 


MARKET KNOWLEDGE 
isnt Oo. SUCCESS 


To date, Hamilton-Wentworth's tourism industry has 
had to rely on market information developed by the 
Festival Country Travel Association and occasional 
surveys conducted by the Region's Tourism and Convention 
Services division in previous years. Our 1985 Summer 
Survey is the single most comprehensive and up-to-date 
exercise of identifying and evaluating the area's tourist 
market. 


Total of 457 Interviews Completed With Summer Visitors 


Over the period beginning July 27th and ending August 
11th, 1985, 457 personal interviews were conducted by 
trained interviewers with visitors to Hamilton- 
Wentworth. The interviews were conducted at seven 
locations in the area including the following. 


INTERVIEWS CONDUCTED AT SEVEN LOCATIONS 


Locations Number of Interviews 
African Lion Safari 145 
Royal Botanical Gardens La0 
Dundurn Castle 86 
Confederation Park 56 
Downtown 26 
Globe Park 8 
Gage Park 6 
Total 457 


The sample size is adequate for drawing good 
directional conclusions about Hamilton-Wentworth's 
tourism market. The overall results for each location 
provides some useful specific results and data has been 
cross-tabulated and is available for independent 
analysis. Exhibit 3.1 provides some of the totals 
regarding the market segments found in the tourist's 
survey as well as identifies the cross-tabulations which 
have been developed. In addition, a copy of the survey 
questionnaire is presented in Appendix B of this report. 


Results from Other Surveys Also Incorporated 


Although our comprehensive survey of 457 visitors 
provides a primary data base, we have also relied on the 
results from other surveys set in Ontario. Two other 
Signiticant sources of travel information are referred to 
in our report and provide relevant bench-marks for 
analysis. The Metropolitan Convention and Visitor's 
Association 1982 "Metro Toronto Attraction Markets Study 
includes the profiles of 7,650 summer visitors to Metro 
Toronto attractions. The 1982 Ontario Travel Survey 
produced by the Ministry of Tourism and Recreation 
provides the results of a survey Of..4,.312 "Ontario 
households. Wherever relevant, reference has been made 
to surveys conducted by our firm in the Region of Halton 
and the City of Barrie over the 1984-85 period. 


In summary, this data has been used to answer six key 
questions: 


1. Who are Hamilton-Wentworth's tourists? 

2. Where do they come from? 

3. Why do they come to Hamilton-Wentworth? 

4. What economic contribution do they make? 

5. What is their awareness of local attractions? 


6. How do they perceive their Hamilton-Wentworth 
experience? 


SEVERAL WEAKNESSES 
TO OVERCOME 


On average, visitors to Hamilton-Wentworth tend to be 
aged 25-50, with average to above average incomes, and 
travelling in groups of three or more persons. As shown 
in the following table, there is a broad representation 
in age groups among tourists to Hamilton-Wentworth. The 
majority of visitors are aged 26+ with a significant 
representation of children under the age of 15 and adults 
in the 36-50 year age group. This pattern is not 
dissimilar from a profile of visitors to the Region of 
Halton in 1984 and the City of Barrie in 1985. 


- HAMILTON-WENTWORTH ATTRACTING WIDE INCOME RANGE 


Annual Household Incomes of Tourists (000's) 


Location <20 $20-25 $26-30 $31-40 S41+ 
Hamilton-Wentworth £2 an: 16 29 32 
(1985) 

Halton (1984) 10 8 15 Pak 46 
Barrie (1985) 25 10 13 19 35 
MTCVA (1982) 2300 2 eee 53------------ 23 


Nearby Drive-In and Pass-Through Markets are Current 
Sources of Tourists 


As indicated on Exhibit 3.2, some 37% of summer 
visitors to Hamilton-Wentworth originate in the south 
central Ontario area. Other residents of Ontario account 
for the next largest segment at 24%. American Visitors 
represent a significant market segment at 22%. Given the 
closeness of the Hamilton-Wentworth area to its primary 
visitor markets, and its position astride a key 
transportation corridor, it is not surprising to find 
that there is a predominance of day-trippers in the 
Region. Some 70% of the tourists interviewed reported 
that they were visiting for one day or less. Few (only 
4%) were staying overnight, while 26% were staying two or 
more days. The significant level of two or more day 
stays may be attributable to the high level of visits 
attributed to seeing friends and relatives. 


The relatively high level of first time visitors in 
the Hamilton-Wentworth area is both a reflection ‘of its 
ability to draw new tourists, as well as an indication of 
the low repeat factor which must be addressed. The 
following table indicates a significant variation in 
first-time visitors as a percentage Of “all trounists 
visiting Hamilton-Wentworth versus Halton Region, Barrie, 
and the Metro Toronto area (MTCVA) . 
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PURPOSE OF SUMMER VISIT 


TO BAMILTON-WENTWORTH 
Pirst Second 
Purpose Purpose 
(%) (%) 
Visit attraction or 
Visiting friends/relatives iz 
Part of trip 8 72 
Sports event 6 5 
Day visit 6 4 
Shopping 2 6 


Other 10 13 


HIGH LEVEL OF FIRST-TIME VISITORS 


Percentage of 


Location First-Time Visitors 
Hamilton-Wentworth 43 
HWVCS (Basic) 44 
Halton a 
Barrie a 
MTCVA ah 


The reasons offered by tourists who explain the 
purpose of their visit differ widely. In total, tourists 
reported that visiting an attraction and visiting friends 
or relatives were the primary reasons for their visit. to 
Hamilton-Wentworth. Exhibit 3.3 indicates that sports 
events, day visits and shopping were only minor 
motivators in generating trips to the area. The 
relatively weak response to shopping as a reason £or 
visiting may be in a large part due to the number of 
interviews which were conducted on Sundays and on 
holidays as well as at locations removed from the 
shopping areas. It is generally felt by merchants in the 
Region that the retail shopping sector has been a very 
important generator of visits by non-residents to 
Hamilton-Wentworth. 


It is important to note that 60% of the visitors 
interviewed in Hamilton-Wentworth also intended to 
include Niagara Falls or Metro Toronto as part Of their 
trio. This is further evidence of the valuable 
opportunity Hamilton-Wentworth has to intercept traffic 
on-route between Niagara Falls and Metro Toronto. 


Given the potential four season tourist opportunity 
in the Region, it is also valuable to recognize the 
seasonality factor and the visitation patterns of 
tourists. In questioning summer tourists about their 
prior visits to the Region, only 12% were identified as 
having visited Hamilton-Wentworth during the winter. The 
most important factor in generating winter visits was to 
visit friends and relatives followed by shopping and 
lastly by business purposes. The lack of awareness of 
winter-time attractions is a constraint to increasing 
tourism at this time of year. The opportunity to promote 
winter-time events and major cultural and recreational 
opportunities may be the keys to increasing tourism 
during this time of the year. 


Tourism Expenditures are Modest 


The level of expenditures made by tourists visiting 
Hamilton-Wentworth differ according to the purpose of 
their visit and whether they purchased overnight 
accommodation. Overall, the average tourist expenditure 
in the Region is limited mainly to food and recreation. 
Only 15% of summer visitors surveyed spent money on 
overnight accommodation. 


MAJORITY OF VISITORS SPEND 
ON RESTAURANTS AND RECREATION 


Tourists Median 

Purchase : Who Purchased Expenditure 
Grocery/Liquor 11% $20 
Transportation 8 10 
Restaurant 63 Z 
Accommodation Ls 50 
Recreation 42 10 
Entertainment 28 20 
Gifts/Crafts 24 10 

Gas 25> 20 


Not surprisingly, tourists spending the nigne sin 
Hamilton-Wentworth, spent virtually double the amount 
spent by day-trippers. Day-trippers to the area composed 
of parties of three or more spent an average of $29 to 
$52 per party, depending on whether they were passing 
through in the area for several hours or spending the 
entire day in Hamilton-Wentworth. In contrast, parties 
spending the night in Hamilton-Wentworth spent an average 
of $88 per party. Overall, the average per party 
expenditure for those travellers who do spend money in 
Hamilton-Wentworth equals $78 per party for all 
categories and $69 per party for those who do not 
purchase accommodation. This level of expenditure is 
inferior to that enjoyed in the City of Barrie, however, 
it does approximate the expenditures experienced in the 
neighbouring communities of Burlington and Oakville. 


EXHIBIT 3.4 


AWARENESS OF HAMILTON-WENTWORTH ATTRACTIONS 
(%) 


Unaware Heard Plan to 
Royal Botanical 
Gardens 


Dundurn Castle 
African Lion Safari 
Hamilton Place 
Flamboro Downs 
Battlefield Park 


Football Hall of 
Fame 


Museum of Steam 
Confederation Park 
Farmers Market 


Hamilton Art 
Gallery 


AVERAGE TOURIST PARTY EXPENDITURES 


Average, All Average minus 
Location Categories Accommodation 
Hamilton-Wentworth S-7/.8 $69 
Burlington 82 56 
Oakville 95 67 
Barrie 105 95 


NEED TO UPGRADE 
PRODUCT AND AWARENESS 


Based on itS locational attributes, it is assumed 
that Hamilton-Wentworth could capture a larger share of 
the Ontario tourism market and generate significantly 
higher expenditures than it does currently. However, its 
potential is constrained in a large part by its failure 
to convey to existing visitors and potential target 
market visitors what the area has to offer and to 
increase its appeal to repeat visitors. The high prices 
of international travel for Canadians, and the attractive 
rate of exchange for American tourists make southern 
Ontario an increasingly appealing and affordable 
destination for tourists. Based on its locational 
attributes, its year-round urban and rural attractions, 
and the will to enhance and add to its distinctive 
tourism product, Hamilton-Wentworth has the potential to 
spur tourism growth in the immediate and longer term. 


Tourists Not Uniformly Aware of What Region Has to Cfter 


Exhibit 3.4 illustrates the varying levels of 
awareness of local attractions by visitors to 
Hamilton-Wentworth. The Royal Botanical Gardens and 
African Lion Safari have the highest levels of awareness 
and visitation among all attractions identified by 
tourists. Dundurn Castle ranks third and Hamilton Place 
fourth among attractions which have been visited or heard 
of. Although a significant level of visitors record 2 
high recognition (35%) of the Football Hall of Fame, few 
have visited this attraction. The limited awareness of 
the area's recreational and cultural facilities is a 
source of some concern. Some 84% of visitors are unaware 
of the existence of the Museum of Steam, 78% of 
Battlefield Park, and 61% of Flamboro Downs Raceway. The 
Hamilton Art Gallery, located in a prominent Vocation’ in 
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downtown Hamilton, is known to no more than 47% of the 
visitors surveyed. Even Confederation Park located on 
the major highway-link into the City and the home of the 
widely advertised Wave Pool is still unknown by 57% of 
those interviewed. Clearly, a more aggressive and 
effective promotional campaign is required to reinforce 
the awareness among visitors and potential visitors of 
the attractions which Hamilton-Wentworth has to offer. 


There is considerable confusion in the minds of 
visitors as to what the "Regional Municipality of 
Hamilton-Wentworth" is or how to find it on a map. The 
majority of visitors relate best to local place names and 
attractions. For tourism promotion purposes, a slogan 
incorporating the name Hamilton or Hamilton Region should 
be considered. : 


Not surprisingly, word-of-mouth is the most important 
single influencer of awareness and visits to the area. 
Based on the 1985 summer survey, the information sources 
which influenced visits to the Region are confined to 
word-of-mouth with 49% of respondents, travel brochures 
with 18% and road signs with 12%. In comparison with the 
Municipalities in the Region of Halton, 
Hamilton-Wentworth has benefited from the availability 
and dissemination of travel brochures and paid television 
advertising. This level of success is largely due to the 
efforts of the African Lion Safari marketing effort and 
is not typical of the Region as a whole. While word-of= 
mouth is a powerful and an inexpensive form of tourism 
advertising, it must be supplemented with deliberate 
promotional messages intended to reach specific target 
markets and to leave motivating impressions which will 
lead to both visits and new expenditures in Hamilton- 
Wentworth. 


WORD-OF-MOUTH IS MOST IMPORTANT INFLUENCE 


Hamilton- 
Source Wentworth Burlincton Oakville Milton 
Word-of-Mouth 49% 32% 59% 52% 
Road Signs 12 14 19 PRA 
Television 9 - - - 
Travel Brochure 18 6 4 2 
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The summer tourist survey indicated that visitors to 
Hamilton-Wentworth regard their visit as generally 
positive, and in some cases, somewhat superior to similar 
trips elsewhere. On a scale of 1 to 10 (1 equals 
disappointing, 10 equals excellent), some 55% of tourists 
rated their visit to Hamilton-Wentworth as an 8 or 
higher. This level of satisfaction is a positive 
indication of visitor satisfaction, however, it is lower 
than the levels recorded in Halton Region (60%+) and 
Barrie (80%+). 


55% OF VISITORS GIVE REGION "8" OR HIGHER 


Rating of Today's Visit 


(#) (%) 

Disappointing 1 4 1 
2 1 - 

3 y - 

4 a = 

Average 5 26 6 
6 47 11 

7 15 27 

8 225 27 

S Sy 13 

Excellent 10 65 jae 


In contrast to competitive tourism areas, the 
majority of visitors to Hamilton-Wentworth are undecided 
or indifferent when comparing their visits to Hamilton- 
Wentworth with four other competitive areas. As 
indicated in Exhibit 3.5, Hamilton-Wentworth visitors are 
less decisively in favour of declaring their visits to 
the area as being better than the competition, whereas 
visitors to Burlington and Halton Hills were far more 
affirmative in their decision-making and less negative 
(with few exceptions). The relatively high level of 
indifference may be indicative of a lack of excitement 
about their tourism experience in Hamilton-Wentworth and 
may explain in part why the level of repeat visits is 
comparatively lower than other competitive areas. 


It is now timely to consider upgrading the image of 
Hamilton-Wentworth as a tourism area and adopting a more 
competitive approach to strengthening the local tourism 
industry and its marketing. This entails maximizing 
local tourism efforts, adopting a more aggressive and 
targeted approach to developing tourism in the area, and 
optimizing the use of available funds. 


* x * 
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The results of our market research have indicated 
that Hamilton-Wentworth has a significant number of 
weaknesses in terms of its resources and perceptions 
among visitors as a tourism area. However, its strategic 
location and its existing strengths make the marketing of 
the Region to visitors a worthwhile endeavour. For these 
reasons, and given Hamilton-Wentworth's undeveloped 
tourism potential, the opportunity exists to overcome 
weaknesses and build on the Region's ability to generate 
first-time visitors as well as developing loyalty among 
repeat visitors. In the following chapter, we present a 
strategy for developing tourism in Hamilton-Wentworth and 
generating significant future benefits. 


4, A STRATEGY FOR TOURISM DEVELOPMENT 


— 


A strategic direction for tourism development in 
Hamilton-Wentworth is long overdue. For many residents 
of the Region, and the Province for that matter, tourism 
and Hamilton-Wentworth are a contradiction in terms. 
Hamilton remains best known for its reputation as a 
steel-making town, an industrial centre, and the home of 
the Tiger Cats football team. But this perception is 
more relevant to the past and not representative of the 
present. It has been demonstrated that the Region has 
some very attractive and indeed prestigious tourism 
facilities. 


To gain the commitment’ and interest of the community 
in support of a tourism strategy, the strategy must be 
based on community-supported goals and objectives. These 
objectives must be linked to tangible and motivating 
opportunities which are affordable and compatible with 
the existing economic base. To be effective, the 
strategy must be consistent with identified target 
markets. 


The recommended strategic focus is on achieving £0ur 
key goals. Each is tied to specific, measurable 
objectives, and focussed on the short term as well as the 
longer term. Over the next five-year period, the 
strategic emphasis should be on enhancing the tourism 
experience of visitors already in the Region, as well as 
achieving a higher interception rate Sf tourism=@trarrtic 
destined for Niagara Falls and Toronto. Over the longer 
term (10 years), the strategy should be geared towards 
achieving a status for the Region as a key destination 
market. This can be accomplished by introducing new 
facilities, unique attractions, and enhancing the 
year-round appeal of Hamilton-Wentworth to the private 
traveler and tour group. 


FOUR WEAKNESSES 
TO ADDRESS 


As a result of extensive research and surveys of the 
tourism product available in Hamilton-Wentworth, plus 
numerous consultations with members of the local tourism 
industry and the broader Hamilton-Wentworth community, 
and despite no major concerns or opposition to tourism 
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been established to alert travellers, passers-by or 
information seekers. The universal question mark (?) 
employed by the Ministry of Transportation and 
Communications to indicate that tourism information is 
available at the next exit, or by following the brown and 
white placards, is not sufficient to differentiate 
Hamilton-Wentworth from any other information location 
along this major highway. Furthermore, traffic 
travelling from the Niagara Peninsula is more likely to 
have been intercepted by the Ministry of Tourism and 
Recreation's tourism information facility in St. 
Catharines, rather than pursue information in 
Hamilton-Wentworth, at a location far removed from the 
Q.E.W. Clearly, there is a need to improve commercial as 
well as informational and directional signage along the 
right-of-way of the Q.E.W. 


Low Visitor Expenditures 


Summer visitor expenditures are directed at 
purchasing entertainment and restaurant services. Due to 
the predominance of day trippers in the area, there is 
limited expenditure flowing to hotels, motels and 
campgrounds. Given the single purpose nature of the 
majority of visits to the Region, the average tourist 
party devotes the majority of its expenditures at the 
location which they have chosen to visit, with limited 
off-site spending. In many instances, visitors and 
residents are frustrated in their attempts to purchase 
retail items and gasoline because of restrictive store 
opening hours. The lack of any significant packaging of 
tourism attractions, and the absence of traditional 
summer purchases such as bicycle rentals, boat cruises, 
and tours, tend to reduce the opportunity for increasing 
the average level of tourism expenditure. The absence of 
these opportunities may also tend to restrict the 
attractiveness of Hamilton-Wentworth to visitors who are 
not prone to seeking rentals, cruises and tours as part 
of their holidays. Given the importance of providing 4a 
long Jiist of attractive, diverse activities which appeal 
to various age groups and interests, the absence of these 
options is a constraint to building visitor expenditures 
in the Region. 


Tourism in Area Characterized by Strong Seasonality 


The Region's two most prestigious and best-attended 
attractions, the Royal Botanical Gardens and African Lion 
Safari, are both geared to the summer trade. Although 

4.3 


the RBG and many of the cultural and entertainment 
attractions operate year-round, the majority of visitors 
gear their travel to summer vacations. Ironically, the 
local hotels do not benefit appreciably from summer 
tourism. As stated earlier, the majority of visits are 
day trips, and do not involve the purchase of overnight 
accommodation. The recent expenditures by major hotel 
operators in the Region to upgrade their facilities and 
add recreational attractions, may increase their ability 
ae attract adults and young families seeking full service 
otels. 


Although there are significant untapped summer market 
opportunities, there is little to draw repeat visits 
during other times of the year. Hamilton-Wentworth's 
winter climate is not conducive to establishing a 
commercially viable skiing or outdoor recreational 
attraction. However, the new commitment for HECFI to 
aggressively promote the Copps Coliseum, Convention 
Centre and Hamilton Place, will: tend to generate greater 
attendance in these facilities, and stimulate 
non-resident visits to Hamilton-Wentworth during the 
non-summer months. In addition, the opportunity exists 
to motivate off-season and shoulder season visits by the 
use of imaginative programming. 


Region's Attractions Suffer From Limited Promotion 


With the exception of the African Lion Safari and the 
major local hotels operators, it has been left to the 
public sector to be the leading funders of tourism 
development and promotion in the Region. The growing 
demands on the Region's Tourism and Convention Services 
division has required the majority of available operating 
funds to be dedicated to labour-intensive tasks rather 
than placement of advertising and promotion. As a 
result, the Region's attractions and the local tourism 
industry are characterized by insufficient advertising 
budgets and restricted marketing activities. There is 
general consensus in the area that information services 
to visitors are of mediocre quality. The locations and 
condition of summer information booths are highly 
suspect, and warrant a careful review before committing 
additional expenditures for further operation. 
Similarly, the Region's promotional tools are not 
up-to-date and are incomplete. The available brochures 
are several years old and do not adequately portray the 
available attractions and events and facilities which 
area available in the Region. Furthermore, Hamilton- 
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Wentworth's tourism officers are limited in their 
effectiveness in selling to the travel trade, due to the 
lack of appropriate materials to illustrate both visually 
and in print the merits of bringing visitors to the 
Region. 


Finally, the absence of effective cross-promotions 
and traffic sharing has tended to minimize the 
opportunity of conducting joint marketing and enhancing 
the tourism fortunes of all local attractions. In 
particular, the Copps Coliseum, the Convention Centre, 
and other tourism groups with significant budgets are not 
co-ordinating their promotional efforts with the Tourism 
and Convention Services division. Although previous 
attempts to do so have not been considered successful, 
the principle of cross-promotion and synergy in effort is 
still sound. In order to achieve economies of scale and 
effective target marketing with maximum productivity of 
the resources available, it is essential that 
organizational mechanisms be created to allow for freer 
sharing of information and a greater collaboration among 
organizations within the Region who are marketing to 
non-residents. 


ADOPT SHORT AND 
LONG-TERM STRATEGIES 


The proposed Hamilton-Wentworth tourism strategy must 
take into account key goals, the origin and 
characteristics of tourists visiting the Region, and 
Hamilton-Wentworth's competitive attributes. In 
particular, the strategy must address the Region's 
uncertain tourism image, the relatively low visitor 
expenditures being experienced, the uneven seasonality of 
tourism throughout the year, the weak promotion of the 
City's attractions to visitors, and the lack of tourism 
awareness among residents of the community. 


In addressing these issues it must also be recognized 
that some pitfalls must be avoided. It would be 
unrealistic to suggest that the Region of 
Hamilton-Wentworth can continue to increase its budget 
for Tourism and Convention Services without seeing a 
tangible and meaningful return on its investment. 
Similar to its expenditures on economic development 
promotion, the Region should view its expenditures on 
tourism organization and promotion as an investment in 
job creation and community development. Future tourism 
promotion must not overlook the contributions which can 
be made by Festival Country Travel Association and the 
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local members of the Chambers of Commerce. Both groups 
are actively involved in tourism development and 
merchandising, and therefore, have a significant role to 
play in intensifying the promotional and development 
effort in favour of Hamilton-Wentworth's tourism 
objectives. Perhaps most important is the need to build 
awareness among local citizens of the importance of 
tourism to the local economy and to gain broad 
commitments to the general upgrading of visitor services, 
courtesy and fairness - in favour of one of the Region's 
leading growth industries, tourism. 


Adopt Goals and Objectives 


Based on a wide-ranging process of public 
consultation in the Region, the following four tourism 
goals are recommended for adoption: 


1. Increase the level of local awareness of benefits 
generated by tourism. To achieve commitment by 
the Region, its merchants, and the public to 
pursuing tourism as a means of beneficial economic 
development requires an ongoing program of public 
education and an open exchange of tourism 
information. It is essential to make believers 
out of the residents. Before significant budgets 
can be approved in order to stimulate additional 
tourism efforts in the Region, it is essential 
that an awareness program be established to 
validate in everyone's minds the future value 
which tourism development represents for the 
Region, and the importance of expressing civic 
pride among all residents. 


2. Increase the level of economic benefits derived 
from tourism. Key objectives of the tourism 
strategy should be to maximize tourism revenues 
and stimulate distribution of tourism benefits, as 
well as generating more visits and visitor 
spending throughout the year, and initiating 
innovative promotion and awareness programs. 


3.0 Improve: the quality of the visitor's experience in 
Hamilton-Wentworth. To capture the interests and 
patronage of the tourist market, it will be 
necessary to address the information, convenience 
and quality needs required by visitors seeking a 
day's outing, overnight accommodation, or a 
vacation destination. 
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4. Preserve and enhance the urban and natural 
environments for the benefit of residents and 
tourists. Among the most valuable potential 
attributes which the City and ‘surrounding 
municipalities could offer tourists and residents 
are its accessible waterfront, its many cultural 
and heritage attractions, its recreational 
properties (including the scenic 2,000 acre Dundas 
Valley), and its metropolitan entertainments. 
These must be preserved and improved for the 
enjoyment of residents and tourists alike. 


Focus Short-term Strategy on Awareness-building, Event 
Creation, and Increasing Market Share 


The achievement of the four tourism goals will 
require the introduction of specific awareness-building, 
marketing and developmental programs. Given the modest 
size of the tourism market already in the Region 
(estimated at $50 million annually), there is significant 
opportunity to achieve higher levels of tourism 
expenditures through the attraction of additional numbers 
of visitors. Higher average expenditures can be achieved 
by improved information devices, the creative packaging 
of activities and events, value-oriented interception 
techniques, and an internal education and awareness 
campaign among residents of the Region. The existing 
market is coming to Hamilton-Wentworth for four possible 
reasons: 


e Day trip activity 

e Overnight stay or passing through 
e Vacation destination 

e Meetings/business functions. 


In addition, special events and visiting friends and 
relatives are responsible for a large part of che 
motivation for day and overnight trips and vacations. 


The majority of visitors are coming from within the 
south-central portion of Ontario and from the United 
States. Based on the results of the summer tourist 
survey, and consistent with the target markets already 
jdentified by the Region of Hamilton-Wentworth's Tourism 
and Convention Services, the tourism development strategy 
should be focussed on: 
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Primary market area 


- Bus tours and event-related overnight stays from 
the Niagara Peninsula, southwestern Ontario, and 
northern United States. 


Secondary market area 


- Destination vacations and interception of 
pass-through traffic en route to Niagara Falls and 
Toronto (originating from the U.S. and 
out-of-province residents). 


Within these market areas there are three distinct 
target visitor groups which should be marketed to by - 
Hamilton-Wentworth (descriptions of appropriate marketing 
vehicles are presented in Appendix C): 


Families with children 


- Hamilton-Wentworth has a wealth of indoor and 
outdoor attractions which can and do appeal to 
this large audience. Furthermore, for families en 
route to Toronto, Niagara Falls, Stratford, 
Kitchener, or Niagara-on-the-Lake, the Region is 
an affordable and convenient base for scheduling 
day trips to these nearby urban centres. 


Adults aged 50+ 


-~ Older adults (retired or working) are a growing 
segment of the travelling public. 
Hamilton-Wentworth has the potential to attract 
this target audience by creating package tours 
aimed at bus companies and the travel trade who 
are key motivators among their age group. 


Young adults and couples without children 


- An emphasis on "big name entertainment" and 
special events is the essential tactic for 
attracting this footloose target audience. 


Hamilton-Wentworth's location along the Q.E.W. 
between Niagara Falls and Toronto is a strategic asset. 
Hamilton-Wentworth is not only in an excellent position 
to intercept traffic, it is also ideally situated to 
provide a base for visitors to spend several days in the 
Region, while making side trips into the surrounding area 
in order to enjoy the many attractions of Festival 


Country. The pursuit of tourism growth requires the 
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creation of a tourism image and a unique and 
differentiated tourism product. The Region must project 
an image sympathetic to tourist needs and interests. 


New events, upgraded and well-advertised attractions, 
appealing and well-disseminated information guides and 
services, as well as motivating visitor packages are 
necessary ingredients to create the required image. To 
reach the key target audiences, a program of advertising 
and promotion featuring distinctive and compelling themes 
and images will complete the necessary strategic base. 

In total, the elements contribute to the realization of a 
credible tourism package which must be in place when 
investing in aggressive destination and meeting and 
convention marketing. 


Longer Term Focus on Development of New Attractions and 
Destination Marketing 


Whereas the short-term five year strategy is intended 
to maximize the economic rewards based on upgrading of 
existing tourism strengths and overcoming weaknesses in 
the Region's tourism infrastructure, over the longer term 
(10 years), the strategic focus should be on increasing 
the number of visitors who choose to come to Hamilton as 
a destination attraction not only in the summer, but 
throughout the year. To achieve this longer term 
objective requires the development of major new 
attractions, the investment of public and private sector 
capital in aggressive tourism promotion, and the 
elimination of existing negative barriers to tourism 
growth. Unlike other areas of the province, 
Hamilton-Wentworth must first deal with overcoming its 
negative image in the minds of many prospective visitors 
to the Golden Horseshoe. The cleaning up and 
re-dedication of Hamilton harbour as a "people place" 
with the creation of eye-catching buildings and exciting 
year-round programming are the ingredients to present a 
more positive and welcoming image to the prospective 
visitor. In addition, these new facilities and 
attractions will go a long way towards motivating repeat 
visits among tourists who have not been given sufficient 
reason to return to the Region as a holiday or weekend 
destination. 


ACHIEVE SIGNIFICANT 
FUTURE BENEFITS 


The immediate economic benefits of implementing a 
tourism development program are measurable and 
achievable. In Hamilton-Wentworth, a key objective 
should be to increase the volume of annual tourist visits 
and their economic value. Given the new impetus of HECFI 
in marketing its facilities as a destination for 
meetings, conventions and major entertainment spectacles, 
it can be safely assumed that with the addition of new 
tourism marketing efforts a minimum 10% increase in 
tourists could be generated, which would add an 
additional $5 million in direct expenditures annually. 
This does not assume any increase in the average tourist 
expenditure, which would no doubt also tend to rise as a 
result of the benefits of packaging overnight stays and 
group tours, in addition to the already well established 
day trip market. 


Currently, Hamilton-Wentworth accounts for a 71% to 
10% share of the Festival Country's estimated $600 
million tourism market. An increase in share of 1% could 
yield another $6 million in tourism revenue to 
Hamilton-Wentworth annually. It is worth noting tide, LO 
every $100,000 expenditure in accommodation and food, 
approximately six person-years of direct and indirect 
employment are created. A $6 million increase in tourism 
expenditures could conceivably generate 220 £0 350 
man-years of direct and indirect employment. 


Assist Local Tourism Industry Initiatives 


A number of government-sponsored assistance and 
consulting programs are intended to help the private 
sector in developing accommodation and tourist 
attractions. Assistance is available in various forms, 
including loan guarantees, interest subsidies, direct 
funding, and incentive loans. In addition, planning and 
management manuals, and a technical and business 
counselling service are also available. The Region's 
Tourism and Convention Services Division should play a 
major role in making local investors aware of these 
programs and services, and in encouraging utilization of 
such assistance within Hamilton-Wentworth. 


The programs and services currently available are 
described in Appendix E of this report. The agencies 
responsible for administering these programs should be 
contacted for more detailed information. 
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AVAILABLE GOVERNMENT PROGRAMS 
i (Sample) 


Canada Ontario Subsidiary Agreement for Tourism 
Development Program 


Tourism Re-development Incentive Program 
Tourism Term Loan Program 


Grading Assistance Program Loans 


These financial and economic development benefits are 
achievable if a concerted marketing effort is committed 
to promoting the Hamilton-Wentworth tourism industry. 

Any additional attractions, accommodations and events to 
be established in future years will likely generate an 
even higher potential tourism benefit in the Region. 


5. MARKETING AND DEVELOPMENT OPPORTUNITIES 


A broad program of tourism-related development, 
marketing and programming is recommended in support of 
Hamilton-Wentworth's tourism strategy. The recommended 
opportunities are intended to capitalize on the Region's 
strengths in its services base and urban amenities, while 
not overlooking the area-wide assets of rural 
Hamilton-Wentworth. To be effective and efficient, the 
marketing of Hamilton-Wentworth requires co-operation 
between the Region's own Tourism and Convention Services 
Division, HECFI, and the Chamber of Commerce. To 
encourage and solidify this spirit of co-operation, and 
‘' to raise the levels of private and public sector support, 
cross-marketing and economies of scale are recommended in 
order to improve the financial feasibility of the 
marketing and development recommendations. 


INCREASE LEVEL OF 
ECONOMIC BENEFITS 


There are several areas of opportunity in which 
Hamilton-Wentworth can profit from investing capital and 
resources. These areas include the development of new 
destination attractions, the adoption of a year-round 
tourism theme, the creation and marketing of new tours 
and programs to introduce tourists (whether they travel 
privately or as members of groups) to the diversity of 
attractions in the Region, the liberalizing of store 
opening hours, and finally, the initiation and 
development of innovative promotion and awareness 
techniques. 


Develop new destination attractions. 


To increase Hamilton-Wentworth's image as a viable 
and attractive destination point for individual 
travellers and group travel requires the development of 
new, prestigious tourism developments which can add to 
and increase the prestige of the area. There are four 
candidate opportunities which are worthy of serious 
consideration and full feasibility studies. 


1. The revitalization of Hamilton Harbour. This is 2a 
bold and imaginative plan to rehabilitate one of 
Hamilton-Wentworth's major resources — Le 
waterfront. Given the high level Of Visibility 
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of what is now an eyesore and an unappealing 
visual factor viewed by thousands of visitors as 
they traverse the Burlington Skyway Bridge, the 
implementation of the new waterfront plan will 
both eliminate a serious constraint to tourism in 
the area, as well as provide a basis for 
developing unique and exciting tourism and event 
programming. The proposed Crystal Palace will be 
a highly visible symbol of the "people place" to 
be created in Hamilton Harbour. An examination 
should be made of the possibility of connecting 
the Confederation Park tourism gateway to the 
waterfront (Lax property), by incorporating 
tourism and recreation land uses along the Beach 
Strip. This should include the development of a 
tour boat terminal possibly to be shared by Halton 
and Hamilton-Wentworth. 


Hamilton-Scourge Project. Regardless of the 
location, this project is of national as well as 


local importance. The mere knowledge that these 
ships exist intact on the floor of Lake Ontario is 
in itself a significant basis for developing 
interpretive centres, educational and visitor 
programming, and hopefully, eventually the 
restoration and display of the ships themselves. 
Experience in Europe has indicated that the 
audience interested in visiting attractions such 
as these is large and enduring. The 
Hamilton-Scourge will be a magnet for special 
interest groups as well as the general public who 
are seeking unique and novel ways to spend part of 
their holidays. As an integral part of an 
interception strategy geared at tapping the 
Niagara Falls to Toronto tourism market, this 
project could be a major advantage for the Region. 


EoD] Smith Tourism Centre. The proposal to 
develop a private sector tourism centre at the 
southern gateway to the Region presents an 
important opportunity to introduce VISttLOrs to the 
rural and industrial side of the Hamilton- 
Wentworth experience. Major corporations such as 
the Corning Company in upper New York State, the 
Seagram Company in Kitchener, Ontario, and the 
many wineries of the Niagara Peninsula have proven 
that industrial tours combined with tourism 
information and heritage attractions can be 
effective and exciting generators of additional 
tourism traffic. Importantly, the commitment of a 
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major private corporation's resources to 
attracting consumer traffic to its plant can be an 
invaluable supplement to the marketing efforts of 
the Region's own umbrella organizations. 


4. Steel Expo. In keeping with Hamilton's 
traditional links to Canada's steel industry, it 
is proposed that consideration be given to the 
development of a major interpretive centre 
dedicated to telling the story of steel-making in 
Canada, and presenting the contemporary leadership 
of Canada's major steel makers. A "Steel City" 
heritage pavilion or interpretive centre could be 
geared to providing opportunities for public 
education, entertainment and promotion, in 

recognition of the industrial contributions which 
steel making has made to the Region's growth. The 
interpretive centre could include multi-media 
displays and exhibits, highlighting the steel 
manufacturing process through the ages. It eould 
be an innovative and impactful tool for economic 
development and international relations, including 
demonstrations of new technology and future 
applications. The development of this concept 
could involve participation of the steel 
companies, the Steelworkers' Union, the colleges 
and universities in the area, as well as the City, 
Region and senior governments. Potential 
locations on the waterfront and particularly in 
the Wentworth Street industrial area (providing 
the site is accessible by land and water), should 
be considered. 


5S. International Sculpture Garden. It has been 
suggested by members of the local arts community 


that an international sculpture garden featuring 
steel as an artistic medium, would be the basis 
for a significant new cultural attraction which 
could be incorporated into the waterfront plan or 
as a satellite of the RBG. 


Generate More Visits and Longer Visits 


There are several ways in which Hamilton-Wentworth 
can increase the number of visits to the area, and the 
level of average expenditure by visitors. One strategy 
is to introduce new tours and packages to appeal to 
special interest groups and independent travellers. 
Seven themed tours are proposed for consideration. 


@e Upper Canadian Heritage Tour. 


- The success of Dundurn Castle in attracting a 
steady tourism and particularly bus tour 
market, could be combined with other cultural 
and historic attractions in the area to produce 
an exciting and salable tour program. Other 
elements to include in the package should be 
visits to Whitehern, Stoney Creek Battlefield 
Park & Museum, the Hamilton-Scourge 
Interpretive Centre, and the revitalized 
Wentworth Heritage Village. 


e Naturalist Field Expeditions. 


- The many attractions and the diversity of the 
Region's conservation areas present an untapped 
opportunity for interested naturalists and 
photographers. Elements to include Iethas 
package are the Royal Botanical Gardens, the 
Dundas Valley, the Bruce Trail, Coote's 
Paradise, and tours along Lake Ontario and the 
bay. This package could also include the 
sponsorship of special seminars and learning 
experiences sponsored by major manufacturers 
such as Kodak, Fuji, or a retail photographic 
company. 


e Upper Canada Military Tour. 


- Similar in spirit to the Heritage Tour, this 
program would apply specifically to persons 
interested in Canadian and American military 
history, both historic and contemporary. 
Flements in the tour include Hamilton Military 
Museum, the Hamilton-Scourge Interpretive 
Centre, the Canadian Warplane Heritage Museum, 
and the Stoney Creek Battlefield Museum. The 
abundance of War of 1812 memorabilia in the 
Niagara Peninsula makes this special interest 
attraction particularly appropriate for the 
Region. 


e Discover Antiques and Treasures. 


- The growing interest among the general 
population in antiquing and touring small, 
rural communities is an opportunity for the 
Region. This package should highlight the 
location and operating hours of antique and 
collectible shops in Dundas, Flamborough, ; 
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Stoney Creek, and Ancaster. The flea markets 
and auctions in the Region should also be 
included (including the Circle M, Milgrove Swap 
Shop, and the Hamilton Flea Market). The 
packaging of these attractions could include 
suggestions for picnics and lunches at 
conservation areas, country inns, and major 
restaurants. 


@e Wentworth Rural Rides. 


The rural side of the Region already has 
established a reputation as a popular horseback 
riding area. It is suggested that packages 
could be developed both for horseback riders as 
well as cyclists who wish to travel the rural 
roads of Hamilton-Wentworth. The focus should 
be on tying the routes into an appealing trail 
through Dundas, Ancaster and Stoney Creek, 
including a reference to available bed-and- 
breakfast and campground accommodations. 


e Unique Industrial Tours. 


There are many prestigious and varied 
manufacturing firms in the Region, which 
welcome visitors or general consumers to visit 
and acquaint themselves with their operations. 
These include: 


- E.D. Smith 

- Amstel Brewery 

- Andrés Wines 

- Dofasco and Stelco 

- The Hamilton Spectator 
- Procter & Gamble. 


A brochure highlighting the locations and hours 
of touring would be an asset in assisting bus 
tour companies and vacationers to take 
advantage of these industrial tour 
opportunities. 


e Cultural and Artistic Event Packages. 


The local artistic and entertainment community 
is the source of considerable opportunities for 
packaging special event day trips and overnight 
excursions. Among the organizations which 
could be involved in these ventures are: 


- Opera Hamilton 

- The Geritol Follies 

- The Art Gallery of Hamilton 

- Hamilton Philharmonic Orchestra 
- Te Deum 

- HECFI 

- Hamilton and Region Arts Council 
- local theatre groups. 


To successfully encourage more visits and longer 
visits to the area requires the collaboration of the 
accommodation industry and the restaurant and 
entertainment industry, as well as tourism attraction 
operators. It is therefore imperative that the 
preparation of any promotional tours and packages should 
be carefully planned, timed and costed. To be effective, 
and to minimize disappointment, the selected tours should 
be implemented as two or three year plans, in order that 
awareness can build and that improvements can be made 
based on actual experience. Given the initial start-up 
costs for establishing any tourism package, it is 
important that a commitment be made for more than one 
year's time. 


In addition to tours, the introduction and promotion 
of special events is also an important motivating factor 
for encouraging new and repeat visits. The development 
of a monthly or quarterly events calendar, and the 
dedication of Tourism and Convention Services Staff to 
the promotion of specific priority events could generate 
additional tourism traffic in the Region. 


Improve Store Opening Hours for Visitors 


Visitors to Hamilton-Wentworth are often frustrated 
in their effort to purchase retail items and gasoline as 
a result of the limited store opening hours on weekends, 
holidays and evenings. While the Municipalities have 
different views on how or whether to permit more liberal 
store opening hours, the Region could consider four 
methods of improving tourist exemption procedures: 


1. Identify and exempt acknowledged or unique tours. 
areas and attractions. The eGonteibution of the 
area's tourist industry to the local economy and 
in particular, the impact of the major tourist 
generators should be recognized and encouraged. 
Further, the contribution of small retail outlets 
to the overall tourist industry should not be 
overlooked. 


2. Review and expand list of uses catering to tourist 
trade. In conjunction with the identification of 


tourist areas, the list of establishments 
currently eligible for exemption should be 
reviewed and possibly expanded to provide further 
clarification of essential establishments and 
services (e.g., art galleries and studios, unique 
clothing shops, specialty outlets/boutiques). 


3. Consider extended store hours to complement 


special events and conventions. Dundas has 
successfully implemented exemptions in support of 


its famous Cactus Festival. Retail "midnight 
madness" promotions are planned to coincide with 
the Festival. The Region should consider adoption 
of similar policies throughout the Region. 


4. Provide further guidance on "sufficient" 
evidence. As discussed previously, recent court 
cases have required that some evidence be produced 
to support an application for exemption. The 
Region could provide some guidance to future 
applicants by outlining suggestions as to what 
could constitute "sufficient" evidence in support 
of a request for a tourist exemption. Examples 
could potentially include: 


- Information relating to sales patterns from 
appointment books, invoices and sales sheets 


-~ Estimates of volume and origin of visitors/ 
customers gathered from guest books and licence 
plate surveys 


- Surveys of compatible and/or comparable 
establishments in the surrounding area 


- Historical significance of area/location, if 
any 


-~ Tourism advertising budgets or evidence of 
placement of advertising in tourist guidelines. 


Initiate and Fund Innovative Promotion Frograms 


There are five ways in which Hamilton-Wentworth can 
improve its promotion and sales to its target markets. 
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1. Presentation Kits. 


In order to maximize its impact at association 
selling meets, meeting and convention shows, 
Sportsman Shows, and mall displays, it is 
essential that the promoters of 
Hamilton-Wentworth tourism have effective and 
impactful selling tools. This includes the 
availability of a portable display unit and a 
video or film recording of the Region's 
attractions and its merits as a tourism 
destination. 


2. Information and Sales Materials. 


To compete with the growing number of other 
destinations which promote their target markets 
with a variety of information pieces, 
Hamilton-Wentworth must also have available to 
its key markets sufficient brochures, tour 
planning kits, and value-oriented incentives to 
merit further attention and differentiate 
itself from its competitors. 


3. Advertising Materials. 


Advertising should be done in a very selective 
and carefully planned manner. It is 
particularly important that ads, wherever 
possible, be designed for co-op participation 
and in support of special events rather than 
being used only in support of general awareness 
creation. An important element in the 
advertising campaign is the development of a 
theme line to differentiate and elevate the 
understanding of what Hamilton-Wentworth has to 
offer its tourism markets. One way in which 
this can be done is with a marketable slogan. 
This slogan should incorporate images and 
symbols consistent with how the tourist should 
view what the area might provide. Three 
possible candidates for this theme line are: 


"Hamilton Has It", 
“Hello Hamilton", or 
"Hamilton - Now Look At Us" 


These slogans will also eliminate any confusion 
regarding the name “Region of Hamilton- 
Wentworth". Most visitors are only conscious 
of local place names and cannot relate a 
location and touristic purpose to Hamilton- 
Wentworth. The slogan can be a source of 
valuable revenue for the Region by licensing 
the rights to manufacture souvenirs by the 
private sector. 


4. Signage. 


= Signage can provide an immediately recognizable 
and impressive statement about the community. 
Not only should signage be used for directional 
purposes, but it should also be available for 
greeting tourists as they enter the area, 
introducing them to specific neighbourhoods and 
attractions, and if possible, alerting them to 
special events and values. The Region's 
current use of banners to announce special 
events in downtown Hamilton is a good 
initiative, consistent with this direction. 
However, directional signage and greeting 
signage is still lacking. A distinctively 
designed, and colour-coded sign system should 
be developed by the Region to capitalize on the 
opportunity to interest visitors in spending 
time in the area. 


5. Information Distribution. 


- The Region lacks year-round information centres 
at its gateways. Not only must information be 
provided, but it must be provided at those 
locations most critical to the interception of 
traffic. It is suggested that three locations 
are of particular importance to this 
objective: the junction of the Q.E.W. and 
Highway 20 (Confederation Park), downtown 
Hamilton, and the Highway 403 corridor. The 
construction and operation of a new electronic 
billboard along the Q.E.W. or in view of the 
Q.E.W. would also be an imaginative and 
possibly profitable way to heighten tourism 
awareness of Hamilton-Wentworth as a tourism 
zone. In full view of the highway tratfic,- the 
billboard could provide both traffic and travel 
information. The board could be developed as a 
joint venture between the Region and the 
private operators, or the Chambers of Commerce. 
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In addition to safety and information 
announcements, the board could also carry paid 
advertising, which would help to generate 
revenue in support of Hamilton- Wentworth 
tourism promotion. 


IMPROVE LOCAL 
AWARENESS OF TOURISM 


In order to increase and promote broader awareness of 
the benefits of tourism, there are seven steps which 
should be encouraged: 


1. Designate annual tourism awareness week. 


Under the leadership of the Chamber of 
Commerce, an aggressive and well-promoted 
program of tourism-awareness should be 
launched. The focus of the week should be on 
providing education and awareness of the value 
tourism makes to Hamilton-Wentworth, and 
building enthusiasm and commitment for future 
tourism development initiatives. The week 
could involve seminars, leading industry 
speakers, the distribution of promotional 
material (e.g. buttons, posters, balloons), and 
the staging of specific events in order to 
generate enthusiasm for tourism. 


2. Develop mobile displays for community use. 


A year-round device for communicating tourism 
events, new attractions, and raising the 
awareness of tourism among the community 
members is through the development and 
circulation of mobile displays, which could be 
positioned in shopping malls, libraries, at 
community events, and at seasonal attractions. 


3. Provide mini marketplace for tourism development. 


An excellent way of highlighting the importance 
of tourism and the value of new tourism 
initiatives is by providing access for: public 
and media to gain information. This might be 
best accomplished through the creation of a 
display area or "mini marketplace", which could 
be made available for private as well as public 
sector use. A possible location is the 
Convention Centre, which would expose the 
enterprise of the tourism industry to visiting 
businessmen and potential investors. 
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4, Enlist aid of interested groups. 


In order to expand the resources and commitment 
to tourism in the Region, it is suggested that 
other organizations in the community be 
enlisted to assist with the awareness building 
efforts. In particular, organizations such as 
the Lady Hamilton Club, and the senior citizens 
of the Region have been strong boosters of 
tourism in the past. It is suggested that a 
year-round recruiting of volunteers be 
encouraged in order to assist with special 
events and meeting and convention receptions. 


5. Utilize local media resources. 


It is essential that the local media be kept 
informed and develop a commitment to tourism. 
To achieve this requires the expansion of 
existing radio, television and newspaper 
exposure. It is recommended that the Tourism 
and Convention Services prepare and distribute 
press releases and information kits whenever . 
appropriate, in support of special initiatives 
and ongoing programs. ~ 


6. Provide regular reports on the Status of 1ndustry. 


In order to monitor the progress of the tourism 
industry, as well as to develop credibility and 
understanding between all sectors, it is 
recommended that a program of quarterly-and 
annual reports be created. This could be in 
the form of a quarterly Hamilton-Wentworth 
tourism news bulletin, distributed to industry 
and media. Another commonly used device is to 
publish an annual report (Hamilton-Wentworth 
Tourism Monitor), highlighting the numbers of 
visitors throughout the year, the number of 
jobs created, the amount of revenue generated, 
and new tourism development being contemplated. 


7. Reward public contributions and awareness. 


Beyond the regular promotion and communication 
of tourism events and information, it is also 
important to acknowledge achievements and 
contributions from the community and the 
private sector. It is suggested that annual 
awards be developed in recognition of 
imnovations, for excellence, and for being 
ambassadors for the Region. 


UPGRADE QUALITY OF | 
VISITORS' EXPERIENCE 


To firmly establish the identification of Hamilton- 
Wentworth as a tourism zone, it is important to 
continually upgrade and improve tourism facilities, and 
oe meee t contact with visitors. This can be accomplished 
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e Creating gateways into Region. 


- By establishing visual anchors. (e.g., signage, 
booths, etc.) at the east and west entrances to 
the Region. 


- By improving aesthetics along major routes and 
by promoting cleanliness and the installation 
of murals. 


® Encouraging upgrading and investment. 


- By assisting operators with applications for 
funding, and advising operators of new programs 
which may be appropriate. 


@® Encouraging training of operational state. 


- By encouraging Mohawk College to establish a 
tourism and hospitality manpower training 
program. 


@e Developing see-you-again promotions. 


- By providing unique Hamilton-Wentworth greeting 
cards to include in off-season mailings to 
visitors. 


In addition, it is important to monitor and evaluate 
the nature of visitors to the area. An annual survey of 
visitors to Hamilton-Wentworth can be an invaluable tool 
jn monitoring the progress of any marketing campaign. 

The analysis and survey could be conducted through 
mail-back surveys in every visitor guide, through the 
distribution of questionnaires by accommodation and 
attraction operators, and by summer students operating 
the information booths on behalf of the Tourism and 
Convention Services division. Additional information and 
benchmarks can be examined by reviewing conservation area 
survey information, Festival Country visitor survey data, 
and Ministry of Tourism and Recreation trend information. 
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The Region of Hamilton-Wentworth and its Area 
Municipalities also have a role to play in improving the 
quality of experience for the visitor. It is important 
that land-use and development policies provide 
appropriate guidelines and locations for future tourism 
initiatives. Similarly, the Municipalities are 
encouraged to designate heritage areas and promote 
commercial expansion in order to improve and preserve 
important neighbourhoods and facilities in the 
community. For instance, the provision of Sunday 
shopping and extended shopping hours on a special 
occasion basis, and in proximity to major tourism 
attractions is recommended. Finally, it is important 
that the municipalities adopt a system of tourism 
information signage in order to direct visitors 
efficiently and effectively to attractions and points of 
interest. é ; 


Many of the major capital projects required for 
strengthening the tourism industry in Hamilton-Wentworth 
are also the source of significant new manpower 
creation. For example, the proposed waterfront 
re-development, the upgrading of existing attractions, 
and the installation and development of tourism signage 
and information facilities are all examples of 
developments which will require significant construction 
and design inputs. The multiplier effect of these 
initiatives for the Region are extremely attractive. Not 
only is the Region capable of providing the expertise and 
the labour to construct the required facilities, once in 
operation the new developments will support a growing 
labour force and purchase the services necessary to 
sustain and build their effectiveness. 


The proposed action plan necessary to implement the 
recommended tourism strategy is presented in Chapter Six 
of this report. I£ Hamilton-Wentworth is to develop its 
tourism industry in a competitive and effective manner, a 
clearly defined and well-financed program of activities 
and investment will be required. 


6. IMPLEMENTING THE TOURISM STRATEGY 


The organization and delivery of tourism services in 
Hamilton-Wentworth has been a Regional responsibility 
Since 1979. With a staff of five, and an annual budget 
of $420,000, the Region's Tourism and Convention Services 
Division provides support and leadership for local 
tourism and convention programs. Although it is 
recognized that the Region's division has many 
organizational strengths, the implementation of the 
recommended tourism strategy requires additional 
financial and human resources. An effectively organized 
tourism organization is essential if tourism is to 
develop into a major source of employment, municipal 
revenue, and economic development. 


BROAD SUPPORT 
FOR TOURISM 


The existence of a central organization responsible 
for tourism and convention development in the Region is a 
definite asset. The Tourism and Convention Services 
Division has hard-working, enthusiastic staff and a 
commitment to getting things done. It provides a focus 
for other organizations concerned with tourism and 
meetings and conventions to coordinate efforts and carry 
out plans for the growth of the industry in 
Hamilton-Wentworth. 


Various Levels of Government Contribute 


Tourism and Convention Services is not the only 
organization charged with responsibility for promoting 
Hamilton-Wentworth for tourism and convention 


opportunities. There are currently six levels of tourism 
promotion organized along jurisdictional lines. 


e Tourism Canada, formerly the Canadian Government 
Office of Tourism, promotes Canada and the 
Provinces through offices in Ottawa, Toronto, 
fourteen American cities, and seven foreign 
countries. In addition, various grants are made 
available to the provinces, and specific tourism 
funds are available to encourage private sector 
opportunities. 


The Provincial Ministry of Tourism and Recreation, 
has eighteen business offices throughout Ontario 
and ten travel information centres (including one 
in St. Catharines). As well, several foreign 
travel trade offices promote the province abroad. 
Funds are available to both municipal governments 
and private sector clients to promote tourism 
opportunities. The Ministry is also very involved 
in marketing and local awareness programs and the 
importance of tourism as part of the local 
economy. 


Festival Country Travel Association, is one of 
twelve travel associations in Ontario. Based in 
Brantford, the Association is a non-profit 
corporation operated by a Board of Directors and 
full-time management. The Association represents 
a number of local tourist associations and 
committees from Niagara Falls in the south through 
to Kitchener-Waterloo in the northwest, and Halton 
in the northeast. Services to the local areas 
include marketing advice, assistance in preparing 
brochures and publicity for the area, and 
co-operative advertising. An important function 
of Festival Country is promoting local areas such 
as Hamilton-Wentworth through marketing programs 
in Canada and the United States. 


Within Hamilton-Wentworth there are five other 
groups in addition to the Region's Tourism and 
Convention Services division with tourism 
interests. 


- Local municipalities such as Dundas and 
Ancaster and the Chambers of Commerce in Stoney 
Creek and Flamborough, operate tourism 
information centres in their municipalities and 
produce limited amounts of tourist information. 


- Hamilton and District Chamber of Commerce has 
initiated an aggressive program of 
tourism-oriented development and program 
activities. The Chamber has made tourism one 
of its priorities for 1986-87. 


- The tourist industry operators in the area each 
have their own marketing plans and interests in 
increasing their share of the growing tourism 
market. Individuals representing attractions 
and accommodations have made major 
contributions working in committees involved 
with tourism in the Region. 
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EXHIBIT 6.1 


REGION'S TOURISM AND CONVENTION 
SERVICES ORGANIZATION 


REGIONAL ECONOMIC 
AND PLANNING COMMITTEE 


DIRECTOR 
(30% OF ECONOMIC DEV. 
DEPT. DIRECTOR'S TIME) 
DON COLE 


MANAGER 
TOURISM AND CONVENTIONS 
SERVICES DIVISION 
GABE MACALUSO 


SECRETARY 
DILNA KHORY 


TOURISM 
OFFICER 
MARY McCHESNEY 


| GROUP TRAVEL 
OFFICER 
(CONTRACT) 
THERESA SYER 


CONVENTIONS 
OFFICER 
VACANT 


- The Hamilton Region Conservation Authority 
(HRCA) has taken many developmental and 
marketing initiatives for increasing 
patronage. The HRCA has an annual budget of 
$150,000 for marketing. 


- HECFI, a new municipally funded organization 
focussed on marketing and operating the Copps 
Coliseum, Hamilton Place, and and the Hamilton 
Convention Centre is an important organization 
which will be instrumental in increasing the 
meeting and convention business in the Region. 
Discussions are currently underway to clarify 
the relationship of HECFI and the Region's 
Tourism and Conventions Services with respect 
to tourism and convention marketing 
responsibilities. 


Based on these numerous associations and levels of 
authority, it is easy to understand the need for a clear 
delineation of activities and responsibilities in the 
tourism field. 


Tourism and Convention Services Logical Focus for. Tourism 
Strateqy 


Our review of tourism services in the 
Hamilton-Wentworth region and the various organizations 
in existence has shown a wide range of groups involved 
and a range of capabilities. Based on this review, we 
feel that the Tourism and Convention Services Division 
should continue to be the primary vehicle through which 
the tourism strategy is implemented. This leadership 
position is not meant to preclude the active pursuit of 
specific tourism goals by other area organizations. 
Rather, it is recommended that a strong central focus of 
responsibility and programming is required, which can 
best be fulfilled by a centralized organization. 


1. Existing organization has mandate for tourism. 
Tourism and Convention Services was established by 
the regional government 4ns1979 to assist in, the 
development and promotion of the area's tourism 
and convention industry. Part of the Regional 
Economic Development Department, Tourism and 
Convention Services has three full-time permanent 
professional staff (one temporarily vacant due to 
retirement) and one support person. In addition, 
there is one full-time contract position (see 
Exhibit 6.1). Under the leadership of the 

Sac 


Director of the Economic Development Department, 
the Tourism and Convention Services is divided 
into two distinct operations: tourism development 
section; and, conventions development section. 

The Department currently operates with a budget of 
approximately $420,000, of which virtually 
$400,000 is provided by the regional government. 


2. Growing support for Tourism and Conventions 
Division. The Division has been building its 
reputation as the group responsible for tourism 
within Hamilton-Wentworth. A new manager of the 
Division was appointed approximately one year ago, 
and he has moved the Division into active 
development and promotion of local events. 
Records indicate a growing number of enquiries 
from outside the Region and an increase in the 
number and range of promotion and sales activities 
now undertaken by the Division. 


3. Some evidence of successful results. As a result 
of the activities of the Division, bus tours and 
conventions are on the increase. There are more 
local events and event attendance is also on the 
rise. However, perhaps more importantly, there 
appears to be an increase in the range OF 
activities attracted to and promoted by the 
Region. This diversity is particularly important 
if the Region is to attract more visitors and 
encourage them to stay longer. 


STRENGTHEN TOURISM 
AND CONVENTION SERVICES 


The Tourism and Convention Services Division 1s 
performing an important tourism function in 
/Hamilton-Wentworth. However, as the Division has evolved 
and developed over its existence, certain aspects of its 
responsibilities and activities have suffered, either 
from a lack of attention or inadequate resources. This 
is not surprising, as the growing needs in the Division 
have placed strains on the limited resources and forced 
it into a reactive rather than a proactive situation. 
Recent trends coupled with the recommendations contained 
within this report's tourism strategy, suggest that the 
role and function of the Division need to be 
strengthened. ; 


There are several improvements which must be made to 
the existing Tourism and Convention Services if it is to 
operate effectively. 


Organizational Considerations 


As discussed earlier, and outlined in Exhibit 6.1, 
the Tourism and Convention Services Division is based 
within the Economic Development Department which reports 
to the Economic Development Committee of Regional 
Council. Some changes are suggested to improve the 
delivery of tourism services. 


1. Create a tourism advisory board, to provide 
tourism industry input into the activities and 


priorities of the Division. At present, we 
understood that there is a similar committee in 
place to advise the Economic Development function 
of the Department. The Committee, which would be 
appointed by Council upon recommendations made by 
the Economic Development Committee should be a 
specific organization and have clearly defined 
responsibilities: 


- Consisting of approximately 12 members, 
reflecting public and private sector tourism 


interests 

=—) 8 elected officials (at least» one 
representative should be from the Economic 
Development Committee to ensure a regular 
liaison and formal reporting of activities 
between the two groups) 

- 2 to 3 representatives from existing 
organizations 
= @€@.g., Hamilton District Chamber of 

Commerce 

- HECFI, Festival Country 

- approximately 6 tourism industry 
representatives, one of which should become 
the Chairman of the Advisory Board 
- e.g., hotels, 
- attractions 
- transportation 
- food, etc. 


Individuals selected should be senior members 
of their industry or organizations given the 
important advisory role envisaged for the 
Board. . 


% 


Ze 


Appointed for the term of Council, ona 
staggered appointment basis over a three year 
period, providing continuity. The Chairman 
should be appointed from among the private 
sector members and be given a one year term. 


- Providing advice in all activities of the 
Tourism and Convention Services division, with 
special emphasis on the marketing program. To 
attract top calibre members and to be 
effective, the Advisory Board should be 

’ involved in providing advice on all matters 
affecting the Division. Final approval for 
decisions would still rest with Council, but 
the Advisory Board would be instrumental as a 
sounding board, in ensuring that the Division 
was meeting the needs and uses of the other 
tourism interests in the Region. 


- Meeting approximately every 2 months, to review 
activities of the Tourism and Convention 


Services Division, assist in the development 
and implementation of the detailed marketing 
strategy and monitor the Division's progress. 


Introduce concept of fund-raising. There isa 
need to introduce private sector financial support 
for the activities undertaken by the Tourism and 
Convention Services Division. The budget 
allocated by the Region of Hamilton-Wentworth to 
the Division will not allow for the completion of 
all of the initiatives anticipated in this 

report. As well, to be truly successful, tourism 
development must involve both the time and 
financial resources of the key private sector 
participants. Therefore, it is suggested that the 
Advisory Board, with the support of the Region, 
embark on a fund-raising program for specific 
tourism projects as identified by the Board, 
through the Tourism and Convention Services 
Division. The funds raised by the private sector 
should be matched by the Region on a two-to-one or 
three-to-one basis in order to stimulate further 
private sector commitment. This support will 
increase the overall commitment to tourism and 
advance opportunities which might otherwise wait 
until adequate resources are identified. 


EXHIBIT 6.2 


PROPOSED STAFFING /ORGANIZATION 
TOURISM AND CONVENTION SERVICES DIVISION 


REGIONAL COUNCIL 


_ REGIONAL ECONOMIC 
| AND PLANNING COMMITTEE 


DIRECTOR 
OF ECONOMIC DEVELOPMENT 
MANAGER, TOURISM 


AND CONVENTIONS SERVICES [——— moo 
DMISION 


TOURISM CONVENTIONS 
welieh OFFICER 


GROUP TRAVEL 
COORDINATOR 


ADVISORY BOARO 


EVENTS AND 
PROMOTION 
OFFICER 


Staffing Improvements 


Our review of current tourism activities has shown 
that the Tourism and Convention Services Division must 
change, if tourism activities are to grow and develop. A 
large part of these recommendations are based on an 
analysis of overtime spent by members of the Division as 
well as a review of the work currently performed by 
individuals within the Division. The staffing 
organization recommended is outlined in Exhibit 6.2. 


1. Make the group travel officer position a permanent 
full-time position. The group travel officer, 
responsible primarily for bus tour operations has 
been reviewed as a contract position. However, 
there is evidence to suggest that this position 
should be made a full-time, permanent position 
with a reporting relationship to the Tourism 
Officer. This job has been performed on a 
full-time basis for at least three years but its 
"contract" status causes uncertainty about the 
future of the position. This position is 
essential and should be made permanent. 


2. Add an events and promotions position, reporting 
directly to the Director of Economic Development 
but housed within the Tourism and Convention 
Services Division. Our analysis indicates that 
the manager is spending considerable time 
assisting in the promotion and publicity of 
special events in the Region. This function is 
extremely important but is not the responsibility 
of the manager. Consequently, we are recommending 
that an individual be hired on a two year 
contract, at an appropriate annual salary to 
perform a publicity and public relations 
function. After eighteen months the position 
should be reviewed and a decision made on whether 
or not it should be made a full-time permanent 
position. 


Given the sensitive nature of the functions and 
the demands for these services made both within 
the Economic Development Department and the Region 
generally, the individual should report directly 
to the Director of Economic Development. However. 
he/she should be housed in the Tourism and 
Convention Services and spend the majority of 
his/her time on tourism activities. Promotion in 
other areas would require approval of the Director 
of Economic Development. 
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3+ Clearly define jobs and reporting relationships. 
Once a promotions officer has been hired, the 
Manager of Tourism and Convention Services should 
have the time necessary to develop job 
descriptions and outline the work to be performed 
by the individuals in his Division. He should 
also prepare a detailed marketing strategy 
(following on the preliminary one outlined in this 
report) and work closely with the Advisory Board. 


4. Monitor and review activities of the Conventions 
Development Division. Responsibility for 
conventions promotion and marketing and the 
relationship of the HECFI and Tourism and 
Convention Services Division of the Department of 
Economic Development are currently under 
discussion. However, there is a strong suggestion 
that the Tourism and Convention Services should 
maintain an active role in marketing conventions 
for the Region of Hamilton-Wentworth. 
Consequently, it is critical that the manager of 
Tourism and Convention Services, in conjunction 
with the Director of Economic Development and the 
Advisory Board, review the activities of the 
Convention Development section. If the role and 
responsibilities increase, there will be a need 
for an additional staff person to assist in this 
fFiune rion. 


Operational Suggestions 


Currently, the efforts and resources of thetstaft in 
the Tourism and Convention Services are directed almost 
entirely towards responding to requests and meeting 
existing commitments. However, there is a need to 
seriously consider certain changes which could 
significantly improve the operations of the Division. 


1. Review and amend the current overtime policies. 
Tourism functions often occur at night or on 
weekends. Staff, because of the union contract, 
are currently paid overtime for all weekend work 
and receive certain time off in lieu which drains 
existing staff and financial resources. 
Management should review the existing contractual 
arrangements with a view to developing policies 
for a regular 35 hour work week which would 
include weekends allow for unpaid overtime. This 
change would reduce overtime costs and the time 
off by unionized staff within the division. 
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EX LPG 


1985 VISITOR AND CONVENTION SERVICES BUDGET 


SPECIFIC ITEMS 


SALARY / AD. PROMO 
CATEGORY TOTAL BENEFITS TRAVEL  & PRINTING 
Tourism Section: 
Travel Marketplaces* V2yeL0 40,1240 137,090 - 
Booths/Brochure Distrib. 46,370 32 OLD - 5,008 
Direct Response Mail 28,950 16,450 = 6,500 
Media Advertising 43,860 9,860 = 34,000 
Projects/Events** 59,890 857.090 - - 
Local Promotion 5,980 4,050 = 1,700 
Administration pag mech Ne) 10,980 - = 
$285,240 S15 0,0-9 0 $13,000 $47,200 
Conventions Section: 
Direct Response Mail 257450 14,930 - 1,000 
Media Advertising 3.00 4,660 - 13, 10¢ 
Brochure Creation 13520 9.3.20 - 4,000 
Trade Marketplaces 40,200 25,800 11,400 - 
Client Services 31,480 21,480 - - 
Administration 8,700 - - - 
S135, 090 $76,190 511,400 $18, 10@ 
Annual Total 5420),.330 $226,380 $24,400 $65,300 


Sources: 


Notes: * 
Association 


—— ee 
re 


Region of Hamilton-Wentworth 


** Includes $24,000 for tourism strategy study 


Includes $12,000 annual grant to Festival County Travel 


2. Consider a_ storefront operation. During the 
study, there was some discussion of the ideal 


location of the Tourism and Convention Services. 
It is true that the current location within the 
Regional offices is difficult to find and does not 
encourage drop-in traffic or identification with 
outside tourism interests. For these reasons, 
consideration should be given to some type of 
ground floor, storefront location where the 
tourism function could be more visible and 
accessible. It could also double as a tourism 
info centre. 


3. Improve liaison and cooperation with other tourism 
groups. Again, the efforts of the Tourism and 


Convention Services have of necessity focussed on 
short term practices and commitments. However, as 
this tourism strategy is implemented and the 
tourism function of the Region becomes larger, 
staff should work to solicit the ideas, opinions 
and resources of other public and private sector 
tourism groups. The Advisory Board will go a long 
way towards achieving this objective. However, 
other valuable local resources such as the Lady 
Hamilton Club, should be encouraged to continue to 
participate with the activities of the Tourism and 
Convention Services Division. 


INCREASE 
FINANCIAL RESCURCES 


The pursuit of tourism development and growth 
requires an annual investment into tourism programming, 
marketing, and organization. The existing annual budget 
of $420,000 demonstrates a modest level of commitment by 
the Region of Hamilton-Wentworth to the development of 
its tourism industry. It is low in comparison with the 
budgets of the Toronto Visitor's and Convention Bureau 
($6,000,000) and the Niagara Falls Visitor and Convention 


Bureau ($1,000,000). 


As shown on Exhibit 6.3, the Tourism and Convention 
Services Division has only $47,200 in its budget for 
media advertising covering an area within a 500-mile 
radius of the Region. This is an insignificant sum and 
cannot be presumed to provide any effective traffic 
generation or awareness building when spread over a large 
number of themes and purposes. The staff of the Division 
have long been concerned about the insufficient media 
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resources at their disposal. The private sector has 
recognized the inability of the Tourism and Convention 
Services to finance meaningful co-op ad campaigns, and 
has chosen not to participate in what they consider to be 
underfunded efforts. As a result, the Tourism and 
Convention Services Division is limited to tax supported 
tourism efforts and has not been able to draw on the 
financial resources of the tourism industry. A lack of 
private sector funding and participation is just one of 


several reasons for recommending constructive changes to 
the Region's Division. 


Certain guidelines should influence how to proceed 
with these changes. The following three guidelines are 
recommended for adoption. 


e Increase Effectiveness. 
- Wherever possible, particularly in regard to 
jnternal promotion, events, and convention and 
_meeting services, the Division should call on 
volunteers from the community to participate 
and carry out programming and hospitality 
Functions. 


@® Involve Private Sector. 

—- To successfully involve the local industry in 
visitor and convention programs, it is 
recommended that a sufficient budget be 
allocated for advertising programs in order to 
inspire confidence and demonstrate the utility 
of participating in co-op and cross-marketing 
programs. 


e Avoid Excessive Budget Increases. 

—- The extent to which the Regional Municipality 
can be appealed to for additional funds must be 
tempered by the reality of economic restraints. 
Wherever possible, revenue creation and private 
sector financial participation should be 
encouraged. 


Strategy Requires an Additional $107,000 Per Year From 
Region 


To begin to achieve the strategic goals outlined in 
this report requires a commitment of additional financial 
resources to assist with advertising, brochure 
production, sales tool acquisition, and improvements to 
information services. Over the next ten year period an 
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EXHIBIT 6.4 


FUTURE ADDITIONAL BUDGET REQUIREMENTS 


BULURD AVY NS eS 


CATEGORY 


Advertising 
Tourism Print Ads 
Convention Print Ads 


Brochures 
Map and Visitors Guide 
Dining and Shopping Guide 
Calendar of Events 
Conventions Services Directory 
Lodging Guide 


Sales Tools 
Portable Display 
A-V Presentation 


Information Services* 
Replace Existing Boothsl 
Erect Signs2 


Totals 
Regional Portion3 


Source: Peter Barnard Associates. 


10 = eee - - 
JAS Sei eT ee eee 
25 et, Masts - 


128 160 
84 103 98 


* capital expenditure to be financed at 10% interest over a 10 year period. 


1Estimated at $200,000 in total for three new booths. 


2Estimated at $50,000. 


3Assuming advertising and brochures are co-op and require only 50% Regional funding. 


Note: 


< 


Does not include matching dollars 


average of $167,000 in additional budgetary funds will be 
required to provide for the necessary items described in 
Exhibit 6.4. The Region's obligation will be $107,000 
annually (average over 10 years) with the balance being 
generated by private sector co-op and contributions. 
Support of private sector initiatives through matching 
grants on a two-to-one or three-to-one basis are 
encouraged. 


@e Advertising. A total of $75,000 per year 
increasing at the rate of 5% per annum is 
recommended in support of advertising campaigns. 
This $75,000 includes the $47,000 already included 
in the Division's annual budget. It, therefore, 


represents only a $28,000 annual increase. 


The organizational mechanisms for developing these 
campaigns should be through the Division's tourism 
and convention action committees or its new 
Advisory Board. The stress should be on 
generating funds from private sector operators and 
having the Region match these funds at a level of 
two or three to one. 


e Brochures. The existing brochures available to 
Tourism and Convention Services are out of date 
and lacking in effectiveness. Five essential 
guides/directories are recommended for immediate 
development at a cost of $30,000, and periodic 
upgrading at an average cost of $10,000-$15,000. 


- Map and Visitor Guide 

- Dining and Shopping Guide 

- Calendar of Events 

- Convention Services Directory 
- Lodging Guide. 


e Sales Tools. The marketing staff of the Tourism 
and Convention Services is handicapped by the lack 
of available contemporary sales tools. Jn 
particular, the absence of a portable display unit 
and up-to-date audio-visual presentation are 
deficiencies which must be addressed. We have 
recommended a budget of $25,000 to develop and 
purchase these needed tools, with a periodic 
upgrade of $7,000-$8,000 in the future. 


“ 


- A portable display unit highlighting the sights 
and attractions of the Region and incorporating 
a viewing area for an audio-visual presentation 
is recommended at a cost of $10,000. 


- A four-minute audio-visual presentation in 16mm 
film and on video cassette is recommended at a 
cost..of .515,,000. 


e Information Services. The existing travel 
information booths and lack of distinctive tourism 
signing are both serious tourism deficiencies. It 
is recommended that approximately $200,000 be 
dedicated for replacement of existing booths and 
approximately $50,000 be dedicated to the 
development and erection of appropriate signs 
throughout the Region. 


- Beginning in Year One, a program of travel 
information booth replacements should be 
commenced. $65,000 is suggested for the 
development of each new booth or installation. 
New booths should be developed at the 
Q.E.W./Highway 20 gateway, at African Lion 
Safari, and in the downtown area. The existing 
booth at the Royal Botanical Gardens is 
considered to be in reasonable condition and 
will only require regular maintenance. 


-~ The development of a signing system and gateway 
signage should be developed in conjunction with 
the Region's Transportation Department. 


Although not listed as a budgetary expense, the 
development of souvenirs and merchandise can be the 
source of valuable net revenue and assist with positive 
promotion and awareness creation. 


MONITOR AND REFINE 
STRATEGY PERFORMANCE 


The Region's Tourism and Convention Services Division 
has been performing an important tourism and economic 
development service. However, there has been some 
uncertainty about the specific activities, cf.Lhe 
Department, its capabilities to carry out a program of 
marketing and promotion, and the accessibility of the 
Department's programs to the local tourism industry. The 
Tourism and Convention Services must develop a series of 
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criteria from which to measure its performance. These 
Criteria should reflect the principles of the tourism 
development strategy and provide useful indicators for 
refining the strategy over time. 


e Tourism/Convention Activity. An indicator of the 
organization's effectiveness is the extent to 
which business improves over a given year. 
Although success depends on a number of factors in 
addition to the Department's efforts, the 
Department might wish to track the level of 
convention business, hotel/motel occupancies, 
tourism expenditures by various activities, etc. 
to plot whether more business is taking place in 
the Region and whether more dollars are being 
spent. : 


@e Specific Tourism Indices. Another useful series 
of statistics for monitoring performance relate to 
behaviour of tourists in the area. Information 
should be collected on the length of stay, average 
expenditures, activities undertaken, reasons for 
visit, first time or repeat visits, etc. This 
information should be compared to previous years 
to track overall progress. As well, statistics 
can be compared to overall provincial averages as 
a benchmark. 


e Review Achievement of Marketing Plan. It is 
suggested that the Region's Tourism and Convention 
Services Division should develop and adopt a plan 
for the next five years. At the end of each year, 
the Department should review the plan with a view 
to modifying it to meet new challenges or reflect 
concerns. In this way the marketing plan can 
become an important evaluation tool. 


These are the critical elements for the Tourism and 
Convention Services to consider when developing 
evaluation criteria to ensure that programs and staff are 
fulfilling the opportunities outlined in the tourism 
strategy. Above all, evaluation criteria should be 
discussed, quantified wherever possible, and evaluated on 
an annual basis. In our experience, this is the only 
real way to ensure that organizations are well run and 
meeting the needs of the financial contributors and of 
the community. 
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APPENDIX B 


1985 SURVEY OF VISITORS 


HAMILTON-WENTWORTH TOURISM STUDY 
URVEY OF TOURISTS 


Interviewer: 


ee 
Date: 

Time: 

Location: =, ee 

Weather: O Generally Sunny O Overcast O Raining 
1. Where do you live? 


706 


(m 


unlcipality, province/state, country) 


Including yourself, how many people are in your party? 

sft o 4 

alg Ges 

co 3 : O 6+ 

(If 2 or more) Are you a family group? 

oO Yes CG No (Describe) 

Have you ever visited Hamilton-Wentworth before? (Show card) 

Oo Yes 

‘OG No 

{If yes) How many times within the past 12 months? 
Summer (# ) Winter (# ) Spring (# ) Autumn (# ) 
(If winter) Why do you visit Hamilton-Wentworth in the 
winter? 
nnn 
ee 

What is the purpose of your visit today? (Check W as many 

as apply, probe for more than one) 

O Arts and Culture 

O Shopping (where) en 

Q Heeting/Convent} on 

O Visit friend/relative 

O Part of trip/toyp —___§—— iT as ca aaa eae ree 

O Seeking information 0 

O Dining out (where) 

O Business 

O Visit attraction . >= =e ee. 

(name of attraction) 

Gita vient / outing [ELL ET ELE I TEE 

O Sports/recreation 

= Senet 

piikteand everess nave. 5 

Rank those mentioned in order of importance (number each box 

checked wo ) 


5. I have a list of information sources to show you. Which of 
the sources listed, if any, influenced your decision to 
visit Hamilton-Wentworth? (Show-list) 


Describe/Identify 


Television advertising 
Newspaper advertising 

Radio advertising 

Travel brochure 

"Yours to Discover” brochure 
Road signs 

Word of mouth 

Travel Info Centre 
Coupon/discount booklets 


poo00qc0c00 |e 


6. How long are you staying in Hamilton-Wentworth? 


O passing through G Overnight 
O Hours O 2 days 
G 1 day G 3+ days 


7. %.Is this your only trip destination? 
O Yes 
O No 


8. Have you or are you planning to visit other places as part 
of your visit/trip? 


G Yes 
O No 


(If yes) Describe places visited or planning to visit. 
EEE 
EEE 


aT 


9. Are you aware of any of the following places and events? 
(Read list one at a time and probe) 


Royal Botanical Gardens 
Dundurn Castle 
Hamilton Place 
African Lion Safari 
Flamborough Downs 
Battlefield Memorial Park 
Football Hall of Fame 
Museum of Steam and 
Technology 

Confederation Park 
Farmers Market 


Hamilton Art Ga 


1é. 


ll. 


12. 


13. 


Where did you stay last night and where do you to sta 
tonight? : acid : 


. : Last Night Tonight 
With friend/relative a 
—— 
(Location) (Location) 
At home . — a 
(Location) (Location) 
Hotel/motel 
ee, anne 
(Location) (Location) 
Campground 
en een ———————————— 
(Location) (Location) 
Bed/breakfast 
a ees 
(Location) (Location) 
Resort 
et eee 
(Location) (Location) 
Other 


all 


(Location) (Location) 


WE'RE ALMOST DONE! JUST A FEW MORE QUESTIONS! 


How much do you think your party will spend during your 
visit to Hamilton-wWentworth? (Read list one at a time and 
probe) 

Nearest 

$5.88 


Grocery/Liquor 
Transportation 
Restaurant 
Accommodation 
Recreation 
Entertainment 
Gifts/crafts/antiques 
Gas 

Miscellaneous shopping 
Other 


HIN 


Rate your visit here today on a scale of 1-18 (Circle 
answer) 


ao 
wo 


1 2 3 4 5 6 7 16 
Disappointing Average Excellent 


why? : 
Nee EE RRRRR ae 
Se ees 


How would you rate today's trip compared to a trip you have 
taken to: 


Never 
Toronto Visited 
1 2 3 4 5 6 v] 8 9 19 
Today's trip Same Today's 
inferior trip better 
Kitchener 
1 2 3 4 5 6 r} 8 9 19 
Oakville-Burlington 
ak 2 3 4 5 6 7 8 9 18 
Niagara Falls 
al 2 3 4 5 6 7 8 9 1¢ 


14. What are the ages of the People travelling with you, 


Wey, 


16. 


including yourself? How many are in each age group? 


O Under 16 yrs. old QO 36-56 
O 16-15 O 51-64 
GO 16=25 - O 65+ 
O 26-35 


What form of transportation are you using on this trip? 


O Private vehicle O Scheduled bus 
O Chartered/tour bus O Boat 


In which of these annual income ranges would your 1984 
annual household income fit = before taxes? 
(Show list) 


O Less than $14,999 O $34,8006-$39,999 
O $15,880-$19,999 O $40,800-$49,999 
O $20,800-$24,999 QO $58,806-$59,999 
OG $25,0880-$29,999 O $6¢0,00G+ 


MANY THANKS FOR YOUR HELP. HAVE A WONDERFUL VISIT. 
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‘TARGET AUDIENCE MARKETING PLAN 


TARGET AUDIENCE MARKETING PLAN 

Three distinct target visitor groups have been identified 
for marketing by Hamilton-Wentworth: 

Families with children 

Adults aged 50+ 

Young adults and couples without children 

A preliminary strategy and marketing plan outline has been 
proposed for each group. The plan consists of the following 
considerations: 

Target audience definition 

Communication strategy 


Suggested media and tactics 


Proposed 5-year plan 


@ 
bt 


FAMILIES “ 
WITH CHILDREN 


Target Audience Definition 


Demographics: = 


Location/Residence: 


@ Primary - 


@ Secondary = 


Interests: = 


Household head aged 25-54 
Children aged 3-16 

Car owners 

All income groups 


Niagara Peninsula 
Southwestern Otnario 
N.E. and Mid-West U.S.A. 


Toronto and Niagara Falls bound 
ETAL ic 
Quebec and Western Canada 


Active recreation and entertainment 
Inexpensive accommodation 
Attractions of interest to children 
Shopping 

Chita: care services 


FAMILIES - 
WITH CHILDREN (Cont'd) 


Communication Strategy 


Message: - Summer is best time to visit 
- Festivals in fall 
= Hasy to get £o day (trip 
- Inexpensive base for visits to 
Toronto and Niagara Falls 


Timing: - In advance of summer holidays (i.e., 
March-April) 


- Coinciding with special promotions © 


Suggested Media and Tactics 


Medias: - Newspaper inserts 
=" Lure brochure 
- Television ads 


Tactics: - Target children and value-conscious 
parents 
- Provide price-reduced packages to 
encourage overnight stays 
- Emphasize "name" attractions 
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FAMILIES P 
WITH CHILDREN (Cont'd) 


Proposed 5-Year Plan 


Activities 


Produce draft lure brochure and ad 
materials 


Test materials and concepts with 
key influencers (i.e., newspaper 
editorialists, auto clubs, etc.) 


Refine materials and produce final 


versions (including coupons, 
packages, etc.) 


Distribute brochures and place ads 
in markets 


Schedule and attend mall shows, 
travel trade shows 


Review, update and produce new 
materials 


ADULTS 
AGED 50+ 


Target Audience Definition 


Demographics: = 


Location/Residence: 


@ Primary = 


e Secondary = 


Interests: = 


Single and attached adults aged 50-79 
Travelling in groups, primarily on 
escorted tours 

Middle to upper income 


Niagara Peninsula 
Southwestern Ontario 
Nek. and Mid-West Ui SeA2 


Toronto and Niagara Falls bound tours 
Quebec and Western Canada 


Local museums and heritage 
Theatre, music and entertainment 
Military history 

Local crafts and homes 

Shopping and dining 


ADULTS 
AGED 50+ (Contd) 


Communication Strategy 


Message: 


Timing: 


Year round attractions 

Cultural centre 

Lots of local colour and heritage 
Wide selection of accommodations, 
restaurants, entertainment 

En route to Toronto and Niagara Falls 


Three times a year (spring, summer 
and autumn) 

Particular emphasis on bus company ~ 
needs 


Suggested Media and Tactics 


Medias 


Tactics: 


Newspaper editorials 
Lure brochure 

Travel trade guide 
Audio-visual tools 


Target U.S. bus companies going to 
Toronto and Niagara Falls 

Direct mail to senior citizen's 
groups 


ADULTS 
AGED 50+ (Cont'd) 


Proposed 5-Year Plan 


| Peewee. Yoqy eed 


Produce draft lure brochure and 
travel trade guide | 


Test materials and concepts with 
key influencers (i.e., bus 
companies, travel agents, etc.) 


Develop mailing lists (for senior 
citizens) and identify key 
bus/travel trade shows 


Refine materials and produce final 
versions (including packages, 
coupons, etc.) 


Attend bus/travel trade shows 


Distribute lure brochures to target 
audience and travel agents 
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Support local promotions and bus 
tour arrivals 


. . 
ein pte nsnhee neste ttn 0) tlre ram aensi serena ean ee 
: ° 
a 


° 
« Z >. 
. ’ 


Review, update and produce new | 
materials - _ 


YOUNG ADULTS AND : 
COUPLES WITHOUT CHILDREN 


Target Audience Definition 


Demographics: - 


Location/Residence: 


@ Primary - 


@ Secondary = 


Interests: = 


Single and attached adults 

18-24, 25-34, 35-49 are key groups 
Travelling by car 

Middle to upper income 


Niagara Peninsula 
Southwestern Ontario 
NRE and Mid-West Ure Sia. 


Toronto and Niagara Falls 
destinations 
Quebec and Western Canada 


Major events of special interest 
"Big name" entertainment 

High quality accommodation and food 
service 

Unique shopping and attractions 
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YOUNG ADULTS AND 


COUPLES WITHOUT CHILDREN 


Communication Strategy 


Message: 


Timing: 


(Cont “d) 


Year round events 

Cultural centre 

"Big name" specials 

Variety of high quality dining and 
shopping 

Easy to get to 


Coinciding with major promotions and 
events 


Suggested Media and Tactices 


Medias 


Tacticsé 


Radio 

Television 

Events calendar 
Travel trade guide 
Lifestyle magazines 


Co-op advertising with event promoter 
Quarterly events calendar mailed to 
travel trade and newspapers, printed 
in selected magazines 
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YOUNG ADULTS AND : 
COUPLES WITHOUT CHILDREN (Cont'd) 


Proposed 5-Year Plan 
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Develop quarterly calendar of 
events 


Publish and distribute calendar to 
key influencers 


Develop ad materials (do-nut) for 
radio and print promotion 
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Develop guidelines for providing 
financial and promotional 
assistance to events 


Provide ad materials and co-op 
(matching) budget to assist 
promoters of events 


Review, update and produce new 
materials as required 
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APPENDIX D 


GOVERNMENT FUNDING PROGRAMS 


GOVERNMENT FUNDING PROGRAMS 


GOVERNMENT 
OF ONTARIO 


Ministry of Skills Development 


e Experience '86 


Intended to provide 7,000 jobs in more than 100 
provincial ministries and associated 
Organizations where young people gain first 
hand knowledge in areas they are considering as 
careers. - Providing information for tourists is 
an eligible category of employment. 


e Ontario Youth Employment Program 


Non-profit businesses are eligible to receive a 
wage subsidy of $1.25 an hour to encourage the 
creation of new summer jobs for up to 53,000 
young persons. 


Ministry of Citizenship and Culture 


e Local Heritage Markers 


Provides assistance towards construction, 
erection or alteration of local heritage 
markers or cairns. A grant of 50% of the 
project's approved cost may be granted (not to 
exceed $200). 


e Community Museums 


Provides assistance towards on-going operating 
costs (including salaries, administration and 
research). Operating grants are based on 
percentage of eligible operating expenses, 
previous years grants, and available funds. 


e Wintario Program Grants 


Assistance towards development of skills and 
resources by non-profit organizations in the 
areas of arts, multi-culturalism, heritage 
conservation and community information 


services. Program and activity grants are 
available to a maximum of 50%. Total grant and 
actual percentage allocated is dependent on 
Mature of project. 


e Skills Training 


Provides assistance to assist in upgrading the 
technical, administrative and management skills 
of staff and volunteers through attendance at 
workshops of four weeks or less. Funds 
available for up to 2/3 of the eligible costs 
to a maximum grant of $10,000. 


e Resource Material/Equipment 


Provides assistance towards the purchase of 
essential equipment and resource materials and 
will help heritage organizations approve 
programs, generate new audiences, or improve 
their administrative efficiency. Funding up to 
75% of eligible costs to a maximum grant of 
$10,000. 


e Events and Festivals 


Provides assistance up to 50% of eligible cost 
to a maximum grant of $10,000 for the staging 
of special exhibits and events promoting 
Ontario's heritage. 


Ministry of Municipal Affairs 


@ Marina and Boating Facilities 


Provides assistance towards the cost of 
constructing, repairing or improving 
municipally owned marina and boating 
facilities. Grants of 50% of the net municipal 
cost of a project to a maximum of $50,000. 


e Commercial Area Improvement Program 


Assistance for municipal services, parking, 
esthetic and economic improvements to downtown 
and older commercial areas. Provides 
assistance on a 50/50 cost sharing basis. 


Ministry of Tourism and Recreation 


Tourism Redevelopment and Improvement Progran 


Provides assistance to tourism accommodation 
and attraction operators for upgrading and 
expanding tourist facilities and the 
establishment of new facilities. Provides loan 
guarantees up to $1 million for new facilities 
and marketing and promotion assistance. 


Ontario Development Corporation 


e Tourist Industry Loans 


Funds available to strengthen and improve the 
tourist industry in areas where tourism is of 
major economic importance. Loans available to 
establish new facilities or upgrade existing | 
facilities. 


GOVERNMENT 
OF CANADA 


Department of Fisheries and Oceans 


e Marina Policy Assistance Program 


To encourage development of additional public 
facilities for recreational boaters (those who 
may be classified as tourists). Assistance 
varies based on a grant on a 50/50 arrangement. 


e Tourist Wharf Program 


Provide assistance for creation of wharves and 
launching ramps in areas that have tourism 
potential or in which tourism is an established 
industry. 


Department of Regional Industrial Expansion 


@e Small BuSiness Loans 
- To assist proprietors of new and existing small 
businesses to obtain funds for. business 


improvement purposes. Assistance is in the 
form of loan guarantees. 


@e Canada-Ontario Subsidiary Agreements 


- Total of $42 million available for feasibility 
studies, planning studies, product development 


programs, marketing, visitor services and 
administration. . 


Department of Employment and Immigration 


@® Canada Works 


Provides assistance for creation of full time 
jobs lasting between 6 and 52 weeks. 
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APPENDIX E 


TOURISM EXEMPTION BY-LAW 


BheiSs, B= 2 
SCHEDULE A 
Regional Municipality of Halton 


Draft Retail Business Holidays Act, R.S.O. 1980 
Tourist Exemption Guidelines 


Applications for Tourist Exemptions from the Retail 
Business Holidays Act, R.S.O. 1980 will be reviewed on 
an individual basis taking into account that the 
following types of businesses are considered essential 
to the maintenance or development of Halton Region's 
tourist industry: 


P) Souvenir and Gift Shops. 


2) "Flea Markets": defined as two or more businesses 
(within a designated area) limited to one day of 
operation per week (Sunday or Holidays) the 
primary purpose of which is the resale of used 
goods and merchandise along with handicrafts, 
foodstuffs and plants in a location approved hy 
the Area Municipality. In addition, the sale of 
new (previously un-owned or un-sold) goods 
excluding handicrafts plants or foodstuffs should 
not exceed 30 percent of the merchandise offered 
for sale. 


3) Retail Businesses where the goods are of a type 
historically produced in, indigenous to, or 
exclusive to, the locality and not generally 
available elsewhere, and which for this reason 
represent a major part of the district's 
attraction to tourists. 


4) Retail Businesses where purchase of the goods may 
be incidental to the purpose of the tourist's 
visit (even though essential to business), such as 
sales in restored historical premises, or where 
the visit affords the opportunity to experience an 
outstanding local, natural or man-made environment 
or phenomenon or to experience or witness a 
tourist-oriented event or production process. 


Survey _of Regional Muricipalities Indicates Varied 
Exemption Procedures. 


A number of regions in southern Ontario which have a 
recognized tourism base, were contacted in a telephone 
survey to determine the current status of their tourist 
exemption procedures. The majority of the regions 
surveyed either are currently reviewing guidelines or 
have some mechanisms in place to deal with applications 
for tourist exemptions. 


Exhibit F.1 summarized the survey results under three 
categories. 


Formalized Policy/Process which Council may follow 
in dealing with tourist exemptions. 


TOUrLSt Exemption Guidelines/Criteria against 
which Council may judge applications for 


exemption. 


Public Review where the public may voice their 
support or concerns with an application.for 
exemption. 


Halton most formalized Region. Regional Council 
has set out and adopted Tourist Exemption 
Guidelines that identify the types of businesses 
which are considered essential to Halton's tourist 
industry (see Exhibit F.2). Council has also 
incorporated an application form, administration 
fee and processing procedures into the Halton 
Policy Manual. The processing procedure requires 
that public notification be given, the application 
be circulated to appropriate departments and that 
Regional staff visit the site of the proposed 
exemption and prepare a report. Further, the 
applicant and any individual(s) commenting on the 
application may also appear as a delegation before 
Council, prior. to their decision. 


The Olde Hide House in Action has been granted a 
tourism exemption (By-law 150-84) for a period of 
two years, while two applications (Longo, Milton 
BIA) have been made since the Guidelines were 
adopted. 
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TOURIST EXEMPTION BY-LAWS 


With certain execeptions, the Retail Business 
Holidays Act prohibits proprietors of retail businesses 
and their employees from selling, or offering for sale, 
goods or services on a holiday, which includes Sunday. 
Section 4(2) of the Act, however, empowers municipalities 
to grant exceptions from holiday closings “where it is 
essential for the maintenance or development of a tourist 
industry ... ." The interpretation of what is 
"essential" is not provided within the legislation, and 
it has been a concern of the People for Sunday 
Association of Canada. Consequently, the legislation has 
been the subject of recent appeals of municipal by-laws. 


Recent Supreme Court. Rulings Have Provided Some 
Clarification and Guidance 


In a decision rendered by the Court of Appeal* in 
1982, the principle that there must be some objective 
evidence or material to determine whether an exemption of 
a class of business is essential to the maintenance or 
development of a tourist industry, was established. 

Prior to this ruling, many Councils were passing 
exemptions without the benefit of supporting evidence, 
where they deemed particular establishments or areas to 
be essential to a tourist industry. 


A more recent decision** upheld the above principle 
and established that provided some objective evidence or 
material is produced to satisfy the requirements of 
Section 4(2), it is not within the jurisdiction of the 
courts to substitute its discretion for Council's or to 
determine the sufficiency of any evidence before them. 
Rather, Council must judge the sufficiency of any 
evidence before them and make their decision based on 
that information. 


*Lord's Day Alliance of Canada v. Regional Municipality 
of Peel et al., June 18, 1982. 

**People for Sunday associations of Canada v. Regional 
Municipality of Peel, November 28, 1984. 


Niagara _ has granted numerous exemptions. To date, 
Niagara has exempted eight areas from holiday 


closings. For the most part, these areas are 
concentrated within Niagara Falls and Fort Erie 
with the exemptions based on the strength of the 
existing tourist attractions« In addition, the 
Old Town of Niagara-on-the-Lake has been exempt. 
Application for exemption is made in three 

stages. First, a request is made by petition to 
the area municipality, and provided that the local 
council supports the request, it is forwarded to 
Regional Council for a more formal review. The 
second and third stages involves the Finance 
Committee, and Regional Council itself. In both 
cases, presentations and submission of support 
materials are invited. In particular, the Chamber 
of Commerce, any business groups, the regional 
representative and the applicants are generally 
represented. Any members of the public are also 
able to appear as a deputation prior to any 
decision. 


york has»sadopted practice but nowspecitic 
guidelines. York has followed an adopted 


procedure for approving tourist exemption by-laws 
since 1982. Application is made in the form of a 
petition to the Regional Solicitor who reviews the 
request and gives an opinion whether the 
supporting evidence is capable of standing a court 
test. Provided the material is adequate, it 
appears on the Council agenda and is considered 
the following week. As no allowance is made for 
public review and circulation, a decision can be 
reached within two weeks of application. 


Unionville and Schomberg were recently granted 
exemptions following the recent court ruling and 
join all of Georgina Township as the three exempt 
areas in York Region. The Village of Kleinberg 
and Cullen Country Barns have also applied for 
exemptions. 


Metro Toronto exemption criteria under review. 
Application for exemption is currently made in 
writing to Council with some supporting evidence. 
The request is then circulated to area 
municipalities for review and recommendations, 
with Metro Council making the final decisions. 
Since 1976, eight exemptions have been granted, 
ranging from tourist areas (Harbourfront, 


—_ 


Chinatown West) and retail businesses (bait and 
tobacco shops, Woodcraft) to special one-day 
events (Pope's and Queen's visits). 


While some exemptions have been granted, a 
subcommittee has been struck to establish criteria 
and guidelines for granting future exemptions. 

The results are expected prior to the summer, 
1985. Current applications awaiting the 
subcommittee recommendations include the Eaton 
Centre and the Beaches and Yorkville areas. 


Draft report under review in Peel. In order to 
Clarify Regional policy and guidelines for tourist 
exemptions, a draft report identifying essential 
tourist areas and associated retail business ‘in 
Peel Region is currently being circulated to the 
area municipalities for comment. A "broad brush" 
approach was adopted by first examining tourist 
attractions and tourist travel routes through the 
region. Tourist areas were given flexible 
boundaries and establishments supplying services 
to the tourist trade were included within the 
exemption. Future applications for exemption will 
be looked at to determine whether its location 
falls within identified tourist areas and whether 
it is a compatible use. The application could 
take up to 90 days should a public meeting be 
required. 


Tourist exemptions not an issue in Durham. Two 
exemption by-laws, for a one block area of 


downtown Bowmanville and a small plaza adjacent to 
the Oshawa marina, were approved by Council, and 
subsequently quashed by a district court due to a 
lack of supporting material. As a result, Council 
has approached this issue with caution and has yet 
to implement policy or guidelines to deal with 
applications for exemption. A unique situation 
arises, however, as the Council grants a blanket 
Region-wide exemption on Victoria Day and Labour 
Day. The exemption applies to anyone essential to 
the tourist industry. This has yet to be 
challenged by the People for Sunday Association, 
thereby reinforcing that the issue is related to 
Sunday openings,. rather than holidays in generai. 


Waterloo has no formal policy for tourist_ 
exemptions. Despite discussions having taken 


place within the Planning and Development 
Department to prepare a formal policy, no action 


has been taken. However, an informal procedure 
does exist for application. A submission is made 
to Council, followed by a staff report for the P&D 
Committee and consideration by Council. Two 
exemptions have been granted, for flea markets in 
the Region and the sale of crafts at the Kitchener 
Farmers' Market, while Brox's Old Time Village is 
the sole application outstanding. 


Ouantitative Evidence Generally Sought to Support 
Application 


While some areas and retail establishments such as 
Harbourfront and its associated rétail businesses are 
acknowledged tourist generators, others are not as 
Straightforward. The recent court rulings regarding 
fruit and vegetable stands established the need for some 
evidence to support an application for exemption. From 
our survey, the type of evidence which has satisfied 
regional solicitors tends to fall into two categories. 


e Volume and origin of "tourists" can be determined 
by various means. Generally, it must be 


established that “tourists" are visiting from 
beyond the immediate area. 


e Nature of sales and visitation patterns, 
Specifically, the percentage of sales occurring on 
Sundays and holidays. In cases where 
establishments have no previous holiday sales 
records, patterns at other area establishments 
have been examined. 
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